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Rough Proofs 


The Association of National Adver- 
tisers has at last yielded to the in- 
fuence of the depression. At its 
Atlantic City convention, it decided 
to forego the luxury of adopting 
resolutions. 

7 F F 


Bill Wolff, of Western Electric, was 
chairman of the resolutions com- 


= mittee, but the A. N. A. failure to 


point with pride and view with 
alarm was not due to any desire to 
keep the Wolff from the floor. 
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An advertising campaign to 
strengthen the position of carbonated 
beverages was discussed at a recent 
convention. Here’s one trade that 
just can’t beer it. 
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For an eloquent testimonial to the 
power of advertising to produce 
prompt results, the reader is re- 
spectfully referred to Mr. E. L. Cord. 
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A twelve-year-old reader of Grit 
was responsible for locating Col. 
Raymond Robins at Whittier, N. C., 
thus serving notice on the country 
that there is such a place as Whit- 
tier, N. C. 


>. | 
“The consumer,” remarks Ray 
Giles, “was never more perplexed 


than he is today.” 

And a lot of good copy-writers 
claim some of the credit for increas- 
ing his perplexity. 
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“Nature in the mild is seldom 
raw,” says Macy’s, thereby adding to 
the enormous accumulation of pub- 
licity which Mr. George Washington 
Hill enjoys but does not pay for. 
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Knox advertises derby hats retail- 
ing at $40. It’s just possible that 
they are intended for museum pieces. 
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Lee Bristol hints that advertising 
agencies don’t know such an awful 
lot about space-buying. Space sales- 
men who come off second best in 
their tilts with space-buyers have 
been saying the same thing for years. 


. F F 


In his discussion of the agency 
commission system, Mr. Bristol as- 
sured the A. N. A. that he was not 
fring on Fort Sumter, but this does 
not mean that the campaign will not 
be an entirely civil war. 
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In Delaware, it is reported, the 
quotation on white votes cast at the 
recent election was $5, while colored 
electors received only $2.50. This is 
another evidence of racial discrimina- 
tion which will undoubtedly annoy 
some of our advanced thinkers. 
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Earl Carroll’s “Vanities” is now 
being operated for the benefit of the 
creditors. 

Solomon said it first. 
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The latest publication for brau- 
Meisters is Brewery Engineering. 
Most of the brewing engineering is 
how being done in Washington. 
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Judging from current copy in news- 
Papers and magazines, Santa Claus 
has agreed to work over-time for 
advertisers this year. 

Cory Cup. 


DISTRIBUTION 
OF CASH SPURS 
WRIGLEY SALES 


Dollar Bill Campaign Reaches 
Philadelphia 


Philadelphia, Pa., Nov. 25.—With 
representatives of Wm. Wrigley, Jr., 
Company, Chicago, giving away crisp 
dollar bills to many Wrigley patrons 
who consent to express their opinion 
oi the new Cellophane wrapping, an 


(WRIGLEY DOLLARS) 
EXCITE MUCH 
LOCAL COMMENT 


Inquiring Reporters Bring 
Smiles to Hundreds 
Here 


By MISS MINT 


Mr. Spear and I and 
our associates have been 
in’ Philadelphia just 
about a week, and we 
have only started to pay 
out crisp new dollar bills 
for opinions of Wrigley’s 
gum. Many thousands 
of people have been 
stopped, and thousands 
-have received a new dol- 
‘lar bill, Here ‘is a par- 
tial list. Is YOUR name 
among them? 


Lillian Swenson; 519 Wolf St. 

0. M. Loveland, 149 Upland St., Manea. 
larry Uawkins, Cynwyd, 

John Proietto. 911 W. Siber St. 

G. A, Thompson, Juniper and Arch Sts. 
Horace W. N 


unprecedented demand for chewing 
gum is being created hereabouts. 

Philadelphia is only one of several 
cities in which this startling method 
of creating Wrigley sales is being 
utilized under the direction of Klau- 
Van- Pietersom-Dunlop Associates, 
Inc., Milwaukee agency. When this 
organization was given permission to 
test its theory last August, it con- 
ducted a campaign in Pittsburgh, 
with such satisfactory results that 
after an interim the campaign was 
resumed in a number of other cities. 

The delay between the Pittsburgh 
test and resumption was due, it is 
said, to the company’s desire to learn 
whether any unfavorable reaction 
followed the distribution of cash. 
Sales following the plan have not 
receded sufficiently to indicate any 
great loss of public interest after the 
prospect of getting free dollar bills 
has vanished. 


Must Be Carrying Gum 


One of the stipulations made by 
the Wrigley emissaries playing the 
role of Santa Claus is that the pedes- 
trian approached have a stick or two 
of one of Wrigley’s famous brands 
on his person at the time. This, ac- 
cording to one representative of the 
company, is to insure that the opin- 
ion expressed is based on experience 
and not merely on the desire to get 
a dollar without too much effort. Be 
that as it may, a large number of 
local residents have fortified them- 


(Continued on Page 12) 


Detroit, Mich., Nov. 25.—A staccato 
campaign of pre-announcement ad- 
vertising shots designed to stimulate 
the public eye and ear Buickwards 
will culminate in a frontal attack on 
the lagging automobile market, via 
more than 2,000 newspapers, Dec. 2-3, 
announcing the first General Motors 
new model for 1933. 

The newspaper schedule, ranging 
from full pages in key cities down 
to smaller copy in less strategic 
centers, will form only one phase of 
an all-media drive that will include 
outdoor, radio, direct mail and point- 
of-purchase advertising. 

In the national magazine sector, 
Saturday Evening Post, out Nov. 29; 
Literary Digest, out Dee. 8, and 
Collier’s, out Dec. 9, will carry the 
announcement, the Post in colors. 
Class magazines, Forbes, the Army 
& Navy Journal and alumni publica- 
tions of 19 colleges will join later in 
the month. Successful Farming. 
Hoard’s Dairyman and Capper Far- 
mer will be used in January issues, 
out about the middle of December. 


Owners Get “Preview” 


The opening shot of the campaign 
was fired Nov. 18, when a personal 
letter from W. A. Blees, general sales 
manager, Buick-Olds-Pontiac Sales 
Co., went out to approximately 500,- 
000 Buick owners. A photograph of 
the new model was included, and the 
receivers informed that this was a 
“preview.” 

A publicity story forecasting the 
Dec. 3 presentation appeared in most 
newspapers last week, and outdoor 
posters with the same message are 
appearing this week. 

“Buick—Out Dec. 3,” and the time- 
honored institutional slogan, ‘““When 
Better Automobiles Are Built Buick 
Will Build Them,” constitute the sole 
text of the outdoor teaser. 


Gala Program on Air 


During announcement week the 
panels will be changed and _ high- 
points of the new car set forth. 

The regular Buick radio program, 
featuring Paul Whiteman, carried 
teaser continuity Nov. 21. Next 
week a gala program will form the 
background for the air announce- 
ment. 

Dealers have been supplied with 
pre-view invitations which will be 


2,000 Newspapers, 
Magazines, Radio 


Herald New Buick 


IN NEW POST 


Joseph H. Finn, who has resigned 

as first vice-president of McJunkin 

Advertising Co., to join Reincke- 

Ellis Co., Chicago. (Story on 
page 8). 


mailed Dec. 1 to prospects. The 
same day, Buick, itself, will dispatch 
a catalog type of mailing piece to a 
direct mail list of several hundred 
thousand names. 


Use Dealers’ Windows. 


Pre-announcement window posters 
are already blacking-out dealer win- 
dows, and Dec. 2, a poster announc- 
ing a pre-showing will appear. 

Announcement copy and dealer 
literature will devote large space to 
the recently announced Fisher Body 
no-draft ventilation. Safety - glass, 
which will be standard equipment on 
all General Motors cars next year, 
also will receive large play. 

The tremendous Buick drive on all 
fronts follows closely after the orig- 
inal campaign heralding the new 
Chevrolet models, details of which 
have not yet been announced to the 
public, but which are scheduled for 
release “early in December.” 

Emerson J. Poag is Buick adver- 
tising manager, and Campbell-Ewald 
Co., Detroit, is the agency. 


Last Minute 


years. 


under the same name. 


News Flashes 


Herbert F. Gunnison Is Dead 


New York, Nov. 25.—Herbert F. Gunnison, 74, former publisher of 
Brooklyn Daily Eagle, died this morning. 
paper for nearly 50 years in editorial and business capacities, and resigned 
as chairman of the board in February. 

Mr. Gunnison was one of the organizers of American Newspaper Pub- 
lishers Association, serving as treasurer of the organization for several 


He was associated with the 


“Management Methods” Sold 


New York, Nov. 25.—Management Methods, 
monthly, has been sold to four members of the staff, who will operate it 
Arthur C. Croft is president of the new company, 
Norman C. Firth, vice-president, Sherwood D. R. Smith, western advertis- 
ing manager, and James R. Hayes, eastern advertising manager. 

The address and operating set-up remain unchanged. 


McGraw-Hill industrial 


PUBLIC'S IDEAS 
SHIFT RAPIDLY, 
NYSTROM WARNS 


Outlines Current Appeals 
That Work Best 


New York, Nov. 23.—The study of 
consumer demand is the study of 
consumers themselves, Dr. Paul H. 
Nystrom, professor of marketing at 
Columbia University, told the Sales 
Executives Club of New York last 
week. His address challenged the 
spirit of business men who dismiss 
consumer research with the excuse 
that consumers don’t know what they 
want and won’t be satisfied until 
they get it. 

He made it clear that chahge is 
the only quality consumer character- 
istics have in common, that nearly 
all facts concerning consumer de- 
mand are meaningless unless inter- 
preted in terms of change and trends, 
and that research which goes no far- . 
ther than to obtain a cross section 
of current demand always presents 
an inaccurate picture. 

Equally active with economic 
forces in shaping demand, he said, 
are current philosophies, which not 
only determine the public’s bent of 
thought and attitude toward life but 
change the nature of consumption. 

“Desire for and interest in youth 
is one of the most persuasive of all 
these popular underlying viewpoints 
or motives,” he continued. “Con- 
sumers buy and consume goods that 
give them the appearance, the feel- 
ing, or illusion of youth. Whatever 
contributes to this youth movement 
is interesting, whatever is in opposi- 
tion is distasteful. 


Run in Cycles 


“The interest in youth seems to 
run in cycles. We have had many 
youth movements before. The pres- 
ent one dates back to the beginning 
of the century and seems to be at 
its height now. It will run its course, 
but in the meantime it is a powerful 
force with which both business and 
education must reckon. 

“Interest in health and health 
preservation runs high. Back in the 
1920’s there was a continuously ris- 
ing trend in consumption of goods 
and services believed to aid in build- 
ing health. Even in these depres- 
sion days, sales of such goods are 
running almost as high as ever. The 
health interest is likely to grow and 
will affect popular attitudes towards 
food, clothing, housing and home 
furnishings to an increasing degree.” 

Dr. Nystrom denied the popular 
theory that energy and love of action 
were conspicuous American charac- 
teristics, holding instead that the 
masses exhibited as outstanding 
traits love of ease and inactivity, in- 
dicated in one way by the popularity 
of spectator sports. 

“Some years ago I was struck by 
the shrewd remark of an agricul- 
tural implement dealer who said that 
it was no longer possible to sell an 
implement unless the farmer could 
sit on it while it was in operation,” 
he said. “There is something in this 
for all business men to consider. 


Public Likes to Sit 


“The most popular pastimes of the 
masses are auto-riding, bridge-play- 
ing, going to the ball games, attend- 
ing the movies, all of which are en- 
joyed sitting down. The American 
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ADVERTISING AGE 


November 26, 1932 


public has an enormous desire and a 
tremendous capacity for sitting. All 
activities of both household and busi- 
ness are popularized as it is made 
possible for people to sit while they 
are carrying them on. 

“Every invention or device that 
saves work, energy or time stands a 
good chance of success. If someone 
will invent vacuum cleaners, wash- 
ing machines and dish washers 
equipped with comfortable seats so 
that they may be operated sitting 
down, then housework may become a 
popular amusement. 

“Cynicism and sense of futility are 
likewise characteristics of current 
philosophies. The wisecrack has 
taken the place of thoughtful judg- 
ment. The tendency to laugh it off 
has displaced the real social anger 
that is so much needed to clear out 
the waste, the inefficiency, the rack- 
ets and the graft that have devel- 
oped on every hand. Consumers do 
not have the capacity for getting 
mad. 

“The gradual development of a 
restless and critical attitude towards 
our business and social institutions 
is worth noting. Almost every re- 
cent consumers’ survey has brought 
out that consumers have lost some 
degree of faith in manufacturers, 
dealers and their products. 

“Consumers certainly do not be- 
lieve in advertising as formerly. 
They feel they are not getting the 
merchandise or services they are en- 
titled to. There is a growing dispo- 
sition on the part of both men and 
women to criticize and complain of 
the goods they buy rather than to 
enjoy them. 


Shopping Losing Favor 


“There is also indication that con- 
sumers are finding less pleasure in 
shopping. What was a few years 
ago a favorite diversion, to which de- 
partment stores in particular catered, 
has evidently been displaced by other 
activities consumers find more inter- 
esting. This spells trouble for busi- 
ness.” 

Concluding his enumeration of the 
several consumer viewpoints which 
are important factors in present- 


day business, Dr. Nystrom pointed 
to interest in beauty as one of the 
redeeming features of current popu- 
lar psychology. 

“One of the major cultural contri- 
butions of the past 30 years is the 
marked development of mass appre- 
ciation of art as applied to personal 
appearance, dress, home furnishings, 
automobiles and other objects of 
common use,” he said. 

“This movement started in the 
schools of this country, beginning 
there in the primary grades, and has 
been supplemented by the work of 
retail shops, by popular magazines, 
which in both editorial and adver- 
tising, have helped to develop a new 
mass taste, by the opportunities for 
travel, by the influence of the movies, 
and other forces. 

“Interest in art is expressed in an 
individual way or in imitation. It is 
not surprising, therefore, that this 
widespread interest in art should be 
largely a matter of imitation of 
others, that is, in following the fash- 
ions. Consequently, as this popular 
interest in art grows, fashion be- 
comes a greater and greater force.” 


Coast Gas Campaign 
to Continue in 1933 


Pacific Coast Gas Association will 
continue its present co-operative ad- 
vertising campaign to industrial gas 
users in 1933, Charles Jordan, chair- 
man of the advertising committee, 
has announced. 

Other members of the committee 
are: Douglas Butler, Southern Cali- 
fornia Gas Co.; J. Earl Jones, Seattle 
Gas Co.; F. U. Naylor, Pacific Gas 
and Electric Co., and E. P. Ramsay, 
Los Angeles Gas and Electric Co. 


Joins Recorder 


Helen R. Hoover has joined the 
advertising and sales promotion de- 
partment of Recorder Printing and 
Publishing Co., San Francisco, in 
charge of the Treasure Chest of 
Ideas, as librarian. 


F. G. Weeks Dies 


Frank G. Weeks, since 1887 editor 
and publisher of Carson Critic, Car- 
son, Ia., died Nov. 16. He was 75 
years old. 


COOKING WITH A 
CAN OPENER 0.K., 
WATERS ASSERTS 


Boston, Nov. 22.—The popular 
theory that the consumer’s kitchen 
is an asylum for conservatism was 
knocked into a cocked hat by Lewis 
W. Waters, vice-president of General 
Foods Corp., New York, in a talk be- 
fore the Boston Advertising Club to- 
day. 

Not only has the housewife lost in- 
terest in her mother-in-law’s biscuits, 
but she has abandoned her own cul- 
inary research to become a follower 
of the food scientists employed by 
advertisers, his remarks indicated. 
Due to intensive advertising of food 
products during the past 30 years, 
the open sesames to the kitchen door 
have become, in order of importance, 
new foods, improved foods and new 
packages, and regionalism has al- 
most disappeared from cooking prac- 
tices, he pointed out. 

“The housewife is now content to 
let science set her table,” he said, 
“and for some reason the American 
male has been only too willing to 
replace the traditional foods that 
mother used to make. The can 
opener undoubtedly aided woman 
suffrage, but it is no longer a re- 
proach to say that a woman cooks 
with a can opener. 

“The consumer has been taught to 
expect something new to coax out 
the contents of a limited pocket 
book. She quickly tires of seeing the 
same old products in the same old 
garb year after year. 


Tell New Story 


“New packages have revived sales by 
providing something new to sell. Ad- 
vertising has been inspired by a new 
story to tell, and the grocer has wel- 
comed the change from old fashioned 
staples, which give him new pack- 
ages to feature in his windows, coun- 


The List of Contents 
Includes All Divisions of 
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and Debits 


Failures and Credits 
Public Utilities 
Communications 
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commercial reviews and 
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Vitally Essential Facts 


on Business and 
Investment 


Important executives from coast-to-coast will read 


WEEKLY for the valuable information it presents 
on virtually every phase of commerce, industry 


Months have been spent in collecting, collating 
and interpreting the vitally essential facts and 
figures contained in its 200 pages. 


Foremost business, financial, industrial and edu- 
cational leaders—nearly a hundred of them—have 
co-operated with the Editors to make this publi- 
cation complete, timely, authoritative. The articles 
they have contributed to it reflect the consensus 
of the groups which they so ably represent. 


The Annual Review will, for these reasons, be a 
very valuable advertising medium. Sales messages 
in its pages are sure to exert a powerful influence 
on the thousands of outstanding executives who 
will consult it frequently all during 1933. 
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ters and islands. The modern pack- 
age is not just a container but an 
advertising medium to _ stimulate 
sales and consumption. 

“It is easy for a company to slide 
along on its reputation, but it is 
wiser to chart a course of expansion 
with new products, as well as to find 
new uses for old products. Although 
a change is always going on, it is 
natural for most of us to resist it. 

“If a new idea or product has real 
merit, its success is as probable as 
a new sales campaign, a new adver- 
tising program, or a new factory. 
While some new products fail, suc- 
cesses usually pay not only for them- 
selves but for the failures.” 

Since new ideas often mean new 
profits, General Foods conducts a 
never-ending search on_ several 
fronts. A score of laboratories are 
maintained, each devoted to both 
pure and applied research in one 
branch of the food field. Fellowships 
have been established at leading uni- 
versities, and consulting chemists are 
frequently called in. 

A staff of trained women, the Con- 
sumer Service Department, contrib- 
ute the results of their experiments 
and investigations. Other sugges- 
tions come from the sales and ad- 
vertising departments and retailers. 
Finally, the world at large sends in 
hundreds of ideas in the course of 
a year. 


Ideas Are Welcomed 


“We welcome ideas from all 
sources, listen to everybody’s story, 
make thorough investigations, and 
arrive at reasons why the idea can 
or cannot be used,” said Mr. Waters. 
“If an idea has merit, we begin to 
study it from the standpoint of mar- 
ket conditions. 

“As the last step before putting a 
new product on the market we recog- 
nize certain trends which are bring- 
ing about a change in consumer 
habits. 

“The tendency of the new genera- 
tion is to live in cities. There has 
been a decline in home-owning, and 
less space per family is being occu- 
pied. These conditions require foods 
easily and quickly prepared. 

“We may see the housewife of to- 
morrow preparing meals with the 
principal effort of pushing a button. 
She may not enter the kitchen at all 
but with her family around her 
scramble the eggs, fry bacon and 
make the toast on a miniature stove 
built into the breakfast’ table 
equipped with devices for conducting 
away the heat and fumes.” 


Nobel Award to 
Galsworthy Aids 
New Book Sales 


New York, Nov. 23.—When, on 
Nov. 10, it was announced that the 
Nobel Prize for 1932 had been be- 
stowed on John Galsworthy, Scrib- 
ner’s, Mr. Galsworthy’s American 
publishers, “got a real break,” inas- 
much as publication of his new novel, 
“Flowering Wilderness,” had been 
set for Nov. 11, the next day. 

Book stores had already purchased 
75,000 copies of this work, and 
backed by an extensive advertising 
appropriation, sale of the volume was 
expected to reach 100,000. 

With the aid of the timely an- 
nouncement of the Nobel Prize award 
to the author, sales of the new book 
are expected to be further stimulated, 
while extensive orders for previous 
works of Mr. Galsworthy, especially 
“The Forsyte Saga” and “A Modern 
Comedy,” began to come in immedi- 
ately. 


House Furnishings Makers 
Market “Danersk” Line 


Manufacturers of furniture, 
drapes, bedding, fabrics and floor 
coverings have organized a guild to 
style and market related house fur- 
nishings to dealers under the name, 
Danersk. 

Fletcher & Ellis, Inc., New York, 
will use magazines, newspapers and 
direct mail for the account. 


Represents “Chat” 
Hamilton-Delisser, Inc., has been 
named national advertising represen- 
tative of The Chat, Brooklyn, N. Y. 


ee | 
—— 


Insert Shuglove 
Copy in Dailies 
“When It Snows’ 


Watertown, Mass., Nov. 24.—Cop. 
tinuing the plan which gave good re. 
sults last year, McCann-Ericksop, 
Inc., New York, agency for the B, FP. 
Goodrich Footwear Corp., has gent 
several advertisements on Shugloves, 
women’s overshoes, to 40 newspapers 
in 34 cities with instructions to re. 
lease them when it snows. 

Following the agency’s directions, 
the advertising departments of the 
dailies will watch the weather re. 
ports closely. The day before aq 
snowstorm is forecast, they will cal] 
the local Goodrich branch or whole- 
saler for permission to run an adver. 
tisement. 

The double check serves to start 
the Goodrich sales organization on 
an intensive 24-hour drive. Where 
time does not permit a call on all 
retailers in the territory, the sales. 
men will telephone outlets that snow 
is in the offing and suggest a stock 
order and window display. 

The unusual plan had its incep 
tion in the conviction that women 
will not buy overshoes, no matter 
how modish, unless forced to. The 
copy does not call attention to the 
falling snow, being devoted instead 
to sympathizing with the view that 
galoshes are a cross and hold out 
the stylish Shuglove as a ray of hope, 

Several sketches forming a sepa- 
rate element of the advertisements 
point out the moral that even such 
sure ingredients of feminine chic as 
mink coats can’t overcome the curse 
of clumsy shapeless overshoes. 


Victor H. Pelz 
To Edit Paper 
For Food Trade 


New York, Nov. 22.—Prof. Victor 
H. Pelz has been named editor of 
Food Trade News, new tabloid fort- 
nightly for food manufacturers, to be 
published by Topics Publishing Co. 

Prof. Pelz is a well known figure 
in the food field, having joined 
American Institute of Food Distribu- 
tion as director of research when the 
Institute was organized in 1928, a 
position which he leaves to take up 
his new duties. . 

During his connection with the In- 
stitute, Prof. Pelz conducted an in- 
tensive study of voluntary grocery 
chains, resulting in three different 
reports on this subject, the publica- 
tion of a classified list giving com- 
plete information on _ voluntary 
chains, and supplementary statistics 
on advertising, use of private brands, 
types of products most generally sold 
under private labels, etc. 

Because of his extensive research 
work, and his unusual contacts with 
all types of factors in the food field, 
Prof. Pelz brings to his new task a 
wealth of information on actual con- 
ditions in the food market, and 4 
thorough knowledge of its many 
problems. 


J. R. Busk Retires 


Delaware, Lackawanna & Western 
Coal Co., New York, has announced 
that Joseph R. Busk, sales promotion 
manager, and originator of the “blue 
coal” co-operative merchandising 
plan, has been forced to retire from 
active business because of ill health. 
Publicity and sales promotion for 
“blue coal” will be carried on by his 
assistants, James P. Duffy and J. 
Nelson Stuart. 


Agencies Hear Blakeslee 


Several large Chicago agencies will 
be guests of the Newspaper Repre 
sentative Association of Chicago 
Noy. 29 at Medinah Athletic Club. 
H. M. Blakeslee, western manager, 
Bureau of Advertising, Americal 
Newspaper Publishers’ Association, 
will be the speaker. 


Bildon Has Agency 


Bildon Company, Oak Park, III. 
toy models, has placed its account 
with Hurja-Johnson-Huwen, Ine. 
Chicago. Boys’ magazines will be 
used. 


Noverr 


pa 


é 3 ae Saree a Z i Bs onuke 3 nee ve oe ae : 4 ae Se 
: ae | 
7 a — 
| 
wat nee ‘ 
rine : 
cee ae 
i ean - 
ee ae 
eater | 
ase 
es 
egy Po | 
eae 
ak oe : 
ee is 
ed ee | 
ean son ae | 
eas. | 
Ren cos ys 
Es tae amt 
> | a " 
| 
2 | 
noe ee a al 
ieee smcmemnenee: 
ae L 
Pree ere | 
Ae ae 
ia | 
— 
Be | 
cha | | 
Si ecg a 
Ce aN ie, 
PR echt by oe c WV 
eae Peat mv os 
CES Reha S ag - <ul> 
eer, sat! ASK . yy 
, ot wees | pe 
= 2d \ 
Bic we 
i ia 
, “anes pre ase? 
aan ate” 2 } 
<egae voce wenn gevie® ssn > J 
aegis i. 
ee ae 
icici aay \ } 
\ ae 
ate ’ \ 
oo : eeeeerC See 
ees more 
a eaten their 
able 
bias now 
ea nay 
and | 
1s at 
2 ae cons 
: a oe " 
oo 
aged | nies 
Mee oe M 
ae: have 
os Baigee ‘ 
sila Se view 
a 
bee tees there 
State 
and 
and 
. ite cidedememagianis may 
| 
eal ail 
— D | 
% RE y, = ay Y 5 . ; t % | 
e 3 “7 C 7 C El &¥e] Es | > s/ \ a Rae P 
is 4 FS : sa NA ES ES RA OT Ep 
ts 2h Se. Be LS A EE EES —ENW FAY EEL FE natu 
Ay HCA CE: LH] BS 3 @ see AS G DZ | 
FF: DUS FLIPS LALO: PE t: 4A i . fi and 
Bo — ——__— ¥ 
~fc 
Bo | “<9 
On t 
SP MPT ie 9 See 8 RES 6, ema ui! Pe Om isle tees ae plea teat Be Chee 20s a ces, See Soe a ec ert ange ne ee tg Se eo te Pea We ae Sad 
> Mees RI a ee ra es eee. Se cigs To oo SE eines: UOT Pee eee Cae ee a) ve a art a. Bc Mee ea F a ee % Fis. ieee ae ne 
- ee = eae: ba Sige ae NS Ea! ea jee ea Let Ps gall ade "2 aaa SGA css” Pee ric por et ge SS ee eg eee ted Sacer Ge so) eee Bae eee ai a en ty tke are epee a Uteae\f< * 2). eC Soy! ak eee ee Pe i oy. he eager le 
oe, Pee ae oy i Ce Se es eke me ere. PP oe ignh 5 EE DAR oo a RES Ba rc sasuniiwen SL Ba i aR ee a a vba ape (rs : BE ois. oa e id aes poe Ate 
ae eRe oN Pee RG en Saree oe GF Bg Ore We ana < ay = ga ewer hig, ak tra MnnNe sy hee ee. eee ore. yon: oe See eeoetman i: (0 Sag niadoai ee ae ave Or ie pens eerie : Paci ee : eee NS a 
So ae Set pst E DR aaa ge 2 Sioa a Re Se oe i ae Sal sc ial |e e o Oe aareccce cien (< OeaMk igea a a a See 8 of ge Ea he 
ee ee ar ager ck cee ee Wat gee, eo eee gs GS cS Sere ie a eke Rae «ge ee ko ei ae ee ee 
eC, Mi eR ac untg Gage ar yoo Oe dea eo Reames Sees) CR BIR I OT a cy alee | CRA 27k Ry. sd 2 eee Oa OP aPC RIM 7 RR a nr eggs GU A eM trae ae gerae eee) aa «eran, 
eS eae ie Pa ene eee Pie pie tet og EA CCN RT SRI rae «eens 4 PER bis daar a are ee eee ee a eae aie he a eran Ft fn ORY. + Pee. Sete kag Sel eee de F eee RL SRI eel he pet poe Sg 2G Eb de emer. a 
SRM DE OREN ain Ae eh foe Page eas Reh ewe a Be tid Wedge fee poise Gaal Ee Een aR ak Pee en ee ees Bi iy StS) ee met Oe iss Freee ee ct een) sn ete Se hye secre So er 2 VE Yancey 


em 


iS 
e 


November 26, 1932 


LIFT YOUR EYES 


Boundaries 


ABOVE 


READ and butter, livestock and cot- 
ton, coal and iron, have lately done 
more to lift the eyes of people above 
their fences than governments have been 
able to do. Thinking people everywhere 
now realize that knowledge of alien soils 
and grasses, chemicals, ores and animals 
is at least as useful as knowledge of alien 
conservatories, cloisters or casinos. 

Most often, men and women who 
have learned to think with a world’s-eye 
view are interesting, broad, and substan- 
tial. News though it may be to some, 
there are millions here in the United 
States keenly interested in Russian wheat 
and how it may affect our own; in Kobe 
and Korean Lespedeza and what they 
may do to alter Southern industry; in 
what scientists have to teach our gov- 
etament and industries. 

People whose interests are so broad 
naturally pay close attention to their 
Own country’s internal affairs. Taxes 
and legislation, banking, tariff, marketing 
and transportation interest them deeply 
~—for they see and feel the concrete and 
direct influences such questions have up- 
on their own well-being. 


Though numbered in millions, people 
of this type are relatively scarce—a few 
millions out of 126 millions. They are 
scarce because proficiency in any field is 


achieved by only a few—and because ~ 


broad-thinking people are always out- 
numbered by those who think otherwise. 
Lift your eyes above vague boundaries, 


‘interposed by nothing but inertia, and 


you find these alert, clear-thinking people. 
Whatever barriers once existed between 
them and the leading citizens of the near- 
by manufacturing and mercantile worlds 
were long ago erased by rubber tires. 

Their business, and the way they go 
about it, distinguishes them. They read 
about and study it tirelessly and, as is to 
be expected, they do not forget the 
source of their information. 

One institution 101 years established 
meets the standards and holds the confi- 
dence of 1,700,000 of these families. 
Since 1926, when these families have of 
necessity been keenest and most critical, 
this institution has grown faster than it 
ever did. Investigation shows that, in 
these 1,700,000 homes, nearly six mil- 
lion attend its instruction and enjoy 


its entertainment twelve months a year. 

The Country Gentleman will continue 
to hold itself to the high standards it 
knows it must maintain to serve America’s 
foremost agricultural families. For it is 
the broad viewpoint—not the when-to- 
plant-potatoes or the how-to-wean-a-calf 
viewpoint — that has attracted and held 
a readership of 1,700,000 families, 70% 
owning homes and 86% owning cars. 

Well-managed corporationshave much 
to gain by cultivating the 40% of national 
retail buying power contained in commu- 
nitiesunder 10,000 which these substantial 
families dominate. They stand out in the 
affairs of country America. The Country 
Gentleman stands out in their minds. 


If your product is one that most families 
can use or enjoy, The Country Gentleman 
should be one of the first three magazines 
in your advertising plan. 


Coconut and palm oils, soy-beans from Man- 
churia, cottonseed, peanuts and corn, all compete 
with American-produced animal fats. The rise 
of vegetable oils—a development of which 
Country Gentleman readers had timely knowl- 
edge—has had a vital dollars and cents 
significance to the hog-raiser and the dairyman. 


The problem of proper and adequate forage has 
long held back the progress of livestock in the 
South. Now the coming of Lespedeza and the 
startling theory regarding the adaptability of 
Asiatic plants to Southern soils and climate, 
explained and emphasized in The Country 
Gentleman, hold definite promise for that region. 


To impress Congress with the need for agricul- 
tural research, The Country Gentleman engaged 
Dr. Paul de Kruif to dramatize science in 
simple, verile terms. His articles later became 
the best-selling books, ‘Microbe Hunters’’ and 
“Hunger Fighters.”” And the program won its 
objective when Congress broadened its attitude. 


To millions of Americans the wool clip of 
Australia and the Argentine’s shift from grain 
to livestock are of direct personal interest. The 
Country Gentleman details authoritative writers 
to visit the areas of the world that directly 
compete with this country, and assures its readers 
able presentation and interpretation of facts. 


Make Your ADVERTISING BALANCE WITH 
Sates OPPORTUNITY 


THE 
CoUNTRY GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 
5,900,000 PEOPLE 
. +. Key to 40% of National Sales Potential 


The Curtis Publishing Company. Philadelphia, Boston, 
Chicago, Cleveland, Detroit, New York, San Francisco 
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One Subject Upon Which Everybody 


Seems to Agree 


Out of all the frankly controversial 
discussions which were heard last 
week at the annual convention of the 
Association of National Advertisers, 
there was one subject regarding 
which there seemed to be almost 
unanimous agreement—namely, the 
need for better copy to enable adver- 
tising to do the job of which it is 
capable. 

Lee Bristol, in his searching analy- 
sis of the advertising situation, re- 
verted constantly to the idea that if 
agencies will supply better copy to 
their clients, the latter will be will- 
ing to forego other services. Mr. Bat- 
ten, attacking again the citadel of 
“racketeering advertising,” empha- 
sized the fact that good copy would 
make this kind of advertising un- 
necessary and unprofitable. And 
leading publication executives like 
Mr. Healy laid stress on the need for 
better copy to take full advantage of 
sales opportunities. 

It is possible that copy has been 
taken too much for granted, and that 
everybody has assumed that it would 
get itself written without too many 
people worrying about it. But since 
the only visible part of advertising, 
the part that does the work on the 
consumer who sees it, is the copy, it 
must be admitted that if it does not 
come up to the proper standard, 
much of the good supplied by re- 
search, market analysis and careful 
selection of mediums is likely to be 
lost. 


Mr. Bristol urged agencies to make 
copy-writers more important in such 
practical matters as the incomes 
which they are able to earn, and to 
make their work so attractive in this 
respect that they will rate among 
the leaders in agency organizations. 
That policy would not only hold good 
writing men and women, but would 
attract others. 

Good copy should not be permitted 
to be lost in the shuffle. The adver- 
tising business, like a great many 
other businesses, has been paying its 
chief rewards to salesmanship, and 
somewhat neglecting purely creative 
factors. Salesmanship is vital to 
business success, and must be prop- 
erly compensated, but it is a distorted 
view of advertising which lays so 
much stress on selling operations 
that the creative side of the business 
is starved into anemia. 

There are plenty of good copy- 
writers left. The proof is found in 
the fact that a vast amount of good 
copy is being published every day. 
But everybody agrees that a great 
deal of ordinary, uninspired, routine, 
imitative and sometimes unethical 
and dishonest copy appears alongside 
of it. That is the sort of copy which 
can and should be replaced with 
fresh, sincere, readable, selling copy. 

Since the whole advertising busi- 
ness is in agreement on this impor- 
tant subject, it ought to be possible 
to do something about it right away. 


Advertising Works in Hard Times 


Some sound common-sense about 
advertising is contained in an adver- 
tisement recently published. by the 
New York News. It is so sound and 
so interesting that it deserves a 
second reading. 

“Three years is a short time to 
build a reputation,” says the News 
writer, “but a long time in which to 
lose one. The great sluggish mass 
mind, the deep, public consciousness, 
grows like a glacier, accumulated by 
seasons of snow and _ repetitious 
rains. Slow to move, in moving it is 
irresistible, inexorable. But it can 
melt quickly. 

“We learn slowly, forget fast. 

“A name in commerce, unfortu- 
nately, is not writ in everlasting 
bronze. More likely, it is set in 
light bulbs, which must be changed 
regularly and replenished, to shine 
brightly. It is a paper poster which 
fades in the rain, tatters in the wind, 
unless it is renewed often. 


“It is a fact, if temporarily forgot- 
ten, that advertising works even in 
hard times; makes customers for the 
advertiser when there are fewer to 
be made; holds old markets and 
enters new ones. 

“The real business leaders have 
been—and still are — advertising; 
keeping old customers mindful, and 
seeking new ones. The curfew hour 
is close at hand for the others. 
Many of the past performers must 
advertise now—or forever hold their 
peace. 

“For while Goliaths slumber, there 
are small Davids in the backyards 
of business, practicing with their 
slingshots, and getting to be pretty 
fair shots.” 

Promotional copy of this kind, 
which sells the basic functions of ad- 
vertising as well as the individual 
medium, is especially welcome these 
days and is obviously a constructive 
contribution to the whole business. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 


ing them, or through ADVERTISING 
AGE, 
No. 449. Current Buying Indices of 


Magazine Readers. 

This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. The study 
was made by personal interviews in 
17 cities scattered throughout the 
country, with the exception of the 
Pacific coast, with calls allocated so 
that five per cent of the total inter- 
views were made among class A 
homes and the same number among 
class D homes, with the remaining 
90 per cent equally divided between 
class C and D homes. A minimum 
of 500 interviews for any one of the 

ine papers studied was secured. 


445. The Negro Market. 


“This market, containing approxi- 
mately one-tenth of our population, 
must be capably understood and ap- 
pealed to on its own terms” is the 
contention of this 40-page illustrated 
book issued by W. B. Ziff Co. 
The reasons for “the isolation and 
self-sufficiency of the American Ne- 
gro” are shown in terms of his life 
history as a consumer. His institu- 
tions, occupations, manner of living 
and his buying are described as be- 
ing distinct and isolated. Figures on 
various divisions of this market are 
included. 


441. Yes! 


“We were sure the new McCall’s 
would carry McCall Street with a 
huge majority of approval, but we 
didn’t expect it would do it so com- 
pletely, so wholeheartedly,” says 
this booklet for McCall’s Magazine. 
“We've read ’em—at the rate of 
more than 200 a day—and wept, for 
joy, of course. Here are just a few 
representative samples.” The book- 
let is comprised exclusively of let- 
ters commenting on the new “de- 
partmentalized” makeup of the pub- 
lication. 


No. 428. Business Now Going On in 
the Basement, 


“Many stores spend valuable news- 
paper space to advertise merchandise 
of quality that few people want—at 
prices nobody believes. Thereby they 
debilitate a great selling force and 
waste a majority of the circulation 
they buy. Current advertising of 
minimum price ranges often appeals 
only to the minimum audience of de- 
partment stores and newspapers. 
Most of the customers are being 
missed; and so is most of the busi- 
ness which might be had.” Thus The 
New York Daily News urges retailers 
to come out of the basement and fea- 
ture good merchandise at fair prices. 
The booklet contains reprints of 6 
advertisements from Retailing, with 
maps showing income ranges of New 
York families and News circulation. 


422. The Sex Life of the Spider. 


“Two sexes for the price of one” 
is the theme song of this unusual 
booklet published by Redbook Maga- 
zine. You can’t make sales if you 
sell only one-half of the family, the 
booklet contends, and it proves it in 
an interesting fashion not only with 
the sex life of the spider, but with 
real or alleged incidents in the lives 
of famous couples, starting with 
Adam and Eve and progressing his- 
torically through Samson and Delilah, 
Socrates and Xantippe, Anthony and 
Cleopatra, Ulysses and Calypso, 
Romeo and Juliet, Napoleon and 
Josephine, and Mr. and Mrs. Gleep 
(1932). 
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AN ILL WIND BLOWS SOME GOOD 


—Chicago Daily News. 


Voice of the Advertiser 


Urged Republicans 


to Use Farm Press 

To the Editor: Mr. Wallace Ferry, 
in his letter published in your Nov. 
19 issue, tells of the part his agency 
played in the unsuccessful Republi- 
can campaign. Even before the con- 
vention in Chicago we urged the Re- 
publican National Committee to con- 
sider the use of paid advertising in 
farm papers. 

We went so far as to make a sur- 
vey which proved the urgency of 
presenting a definite appeal to the 
farm folks of our country. 

In a letter dated July 28, 1932, to 
our vice-president in Chicago who 
was contacting the Committee, we 
said in reply to a reference regard- 
ing doubtful Republican states: 

“All of the agricultural states are 
doubtful—even Iowa is liable to go 
Democratic and I’m not kidding a 
bit about this.” 

Being located in the center of the 
corn belt and close to the farm situ- 
ation, we felt well qualified to pre- 
pare a Republican (or Democratic, 
for that matter) advertising cam- 
paign, but sad to state, no money 
was available for this purpose. 

Now if some of the radio money 
had gone for this purpose, would the 
Republican story have been different 
in some of the _ so-called “sure” 
states? Mr. Hoover's Des Moines 
talk either was not heard by the 
farmers out here—or it did not 
promise the things they are most 
interested in, i. e., higher prices for 
corn and hogs—or there was no 
chance, anyway, of convincing them 
they should continue to vote Repub- 
lican. I wouldn’t even venture the 
answer. 

WELLS H. BARNETT, 
President, Weston-Barnett, Inc.. 
Waterloo, Ia. 


-* YY F 


Coveney Corrects 


a Misinterpretation 

To the Editor: While I realize that 
you were operating on a close mar- 
gin of time, I regret that in regard 
to one phase of my talk in Atlantic 
City last week your report in the 
Nov. 19 issue is misleading. 

The full sentence from your article 
entirely misconstrues the point in 
my talk, which I am sure on re- 
reading you will find to have been 
made clear: 

“The national differential, he said, 
is based largely on the willingness 
of the retailer to accept a smaller 
effective circulation and not on the 
agency commission, which he de- 


scribed as a saving in sales expense 
paid for by the publisher as an 
economy in operation.” 

Now, as a matter of fact, I thought 
I had made it clear, in justifying the 
differential, that the retail merchant 
was entitled to a consideration in 
the matter of rate due to the fact 
that his contribution to the making 
of the paper was something more 
than the line rate which he paid. I 
compared the attention value of re 
tail advertising with that accorded 
to the articles of such writers as 
Will Rogers, Heywood Broun, ete. 

I pointed out that the publishers 
paid large sums for feature writers 
and that it was only fair that the 
publishers extend to the retail mer- 
chants a discount in rate because of 
the following and attention value 
which the advertising of those mer- 
chants developed for a newspaper. 

This happens to be a rather im- 
portant point of difference and it is 
for this reason I am writing you. 
Otherwise, I think your summary of 
my remarks very excellent and you 
have made a very good condensation 
of a rather long and somewhat tech- 
nical talk. 

JAMES A. COVENEY, 
George A. McDevitt Co., 


New York. 
7, = v 


“Digest’’ Points to 


Britannica Record 

To the Editor: It was pleasing to 
note the reference to The Digest in 
your account of the Encyclopaedia 
Britannica campaign, which by far, 
has the longest and largest record of 
mail order advertising. 

Briefly, it is this: 

The Encyclopaedia Britannica be- 
gan advertising in The Digest 19 
years ago. Since then the record 
shows we have published 189 pages 
of advertising—some in color—repre- 
senting upwards of $500,000. 

Particularly, we call your atten- 
tion to the increased schedules dur- 
ing the past several years. When 
1932 is totalled, we will have pub- 
lished 17 pages this year. 

The majority of publishers’ adver- 
tising is on either an inquiry or 4 
cash-with-order basis, and in 1932 
The Digest will be far ahead, as we 
have been for 20 years, in the vol- 
ume of space published in magazines 
of large circulation. The small cil- 
culation magazines are not checked 
because many of them accept mul- 
tiple announcements of new books 
on trade. 

C. SPENCER. 
The Literary Digest, New York. 
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F | R om T G ALLU P GALLUP proved that your advertisement would 


reach more real, seen circulation in Liberty than in any 


for 6 weeks of the three other leading weekly magazines. 
WHITE proved that your advertisement would reach more 
ee It THEN WHITE real, seen circulation in Liberty than in any of the 
for 27 weeks three other leading weekly magazines. 


and Now... 


Dr. DANIEL STARCH 


for 6 months 


Counts real, seen adver- 


tisement circulation by Rank of 13 Leading 


‘ Magazines in per cent of 
| magazines.... 
. persons seeing average 


+ pi 
Dr. STARCH proves that you can Advertising Page 


| reach a greater proportion of real, 1. LIBERTY 8. Woman’s D 

| seen circulation in LIBERTY 2. Weekly A 9. Woman’s E 

| than not only in the three other 3. Weekly B 10. Monthly A 

weeklies... but ALSO than in the 4. Woman’s A _11. Monthly B 

5. Weekly C 12. Woman’s F 

, THREE LEADING 6. Woman’s B 13. Monthly C 
MONTHLIES AND SIX | 7 Wom’ “contigs 


WOMEN’S MAGAZINES 


: What are YOU going to do about it in 193.3? 


LIBERTY 


Greatest Magazine Advertisement Circulation in America 
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Druggists, 


Toy Men 


Hold Different Views 


On Consignment Plan 


New York, Nov. 25.—Manufactur- 
ers could in a large measure cure 
the ills which now assail the drug 
industry if they would adopt the 
general plan of selling their mer- 
chandise on a consignment basis 
only, preferably through wholesalers, 
in the opinion of John Goode, presi- 
dent of the National Association of 
Retail Druggists. 

Mr. Goode expressed this opinion, 
speaking unofficially, in an interview 
appearing in the current issue of 
Drug Trade News. 


Would Assure Profits 


Pointing out that in this way 
manufacturers could control the dis- 
tribution of their goods so that they 
would not only insure their own 
sales at a profit, but also would help 
retailers make a reasonable profit on 
their lines, Mr. Goode expressed 
the opinion that such a policy would 
prove of the utmost benefit to the 
drug trade. 

He asserted that nationally adver- 
tised products are in serious danger 
of losing ground in the field, and 
indicated that a consignment policy 
would enable manufacturers to pre- 
vent any but desirable dealers from 
carrying the product, and would 
also combat the trend toward private 
brands by tending to eliminate sub- 
stitution. 


“Forum” Cuts Rates 


Advertising rates of Forum and 
Century, New York, have been re- 
duced from $450 to $400 per page, 
— with the January, 1933, 
ssue. 


Pettit Becomes “Rep” 


Dan Pettit, for several years with 
the New York Evening Post. has 
joined W. W. Constantine, publish- 
ers’ representative, New York. 


New York, Nov. 25.—Consignment 
selling and the movement to put the 
industry on a year-round basis will 
be first on the agendum of the con- 
vention of the Toy Manufacturers 
Association of the U. S. A. in this 
city Dec. 1. 

Members charge many department 
stores are demanding that 60 to 70 
per cent of their orders be shipped 
on a consignment basis. The toy 
men are calling the situation to the 
attention of manufacturers in other 
lines, asserting the practice will 
spread rapidly from toy to other sea- 
sonal items, unless sternly checked, 
and eventually embarrass manufac- 
turers of all types of consumer 


goods. 
In the electrical household appli- 
ance field several manufacturers 


have reported that retailers have 
asked to exchange left-over holiday 
goods for newer merchandise. The 
proposals have been classed as a 
form of consignment buying and 
have been rejected, it is said. 

James L. Fri, managing director 
of the association, estimated that 
consignment selling of toys had in- 
creased this year by 50 per cent, but 
that only 15 per cent of current 
sales were being made on this basis. 

“Toy manufacturers have been 
subjected to severe pressure from 
buyers,” he said, “but the majority 
has refused to do business on a con- 
signment basis. A number have re- 
ported, however, that several stores 
which were steady customers in 
other years refused to buy this sea- 
son because the manufacturer would 
not sell on consignment.” 


“Leader” Names Kimball 


Fred Kimball, Inc., has been 
named national advertising repre- 
sentative of St. Marys Leader, St. 
Marys, O. 
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RAND, FRANCIS 


“1933 to Be Better,” Sales 
Conference Hears 


St. Louis, Nov. 23.—Confidence 
that business has at last turned the 
corner, and that 1933 will witness 
sizeable gains in sales and profits 
for most companies was freely ex- 
pressed here at the sixth annual 
Sales Executive Conference con- 
ducted by Sales Managers Bureau of 
St. Louis Chamber of Commerce Fri- 
day, Nov. 18. 

Speakers at the one-day session, 
which was attended by one of the 
largest groups ever gathered for a 
similar conference, included J. H. 
Rand, Jr., president and chairman of 
the board, Remington Rand, Inc., 
Buffalo; Clarence Francis, executive 
vice-president, General Foods Corp., 
New York; Julius H. Barnes, chair- 
man of the board, Missouri State 
Life Insurance Co., and former presi- 
dent of Chamber of Commerce of 
the United States; J. W. Frazer, gen- 
eral sales manager, Chrysler Sales 
Corp., Detroit, and William B. Bur- 
russ, sales engineer, New York. 

Mr. Rand’s talk, in which he out- 
lined the reasons back of the recent 
decision of the company to purchase 
stocks at present low prices when- 
ever possible in such quantities as 
to take care of all 1933 requirements, 
as well as the reasons for increasing 
factory pay rolls 50 per cent in an- 
ticipation of increased business in 
1933, was especially optimistic. 


Points Out Fundamentals 


Pointing out, however, that all 
business will not share in the antici- 
pated business upturn, Mr. Rand as- 
serted that “the first essential to suc- 
cessful and economical distribution 
is a saleable product—one which 
supplies a need that is not already 
being supplied, or one which sup- 
plies this need better than it is now 
being supplied. 

“The fact that personally you be- 
lieve your product to be a necessity 
and ‘the best on the market’ does 
not make it so,” he said. “Get the 
facts and consider them coldly. What 
definite advantage has your merchan- 
dise over competing lines and what 
definite advantages does the compe- 
tition enjoy? Ask these questions 
from the point of view of the pros- 
pective customer and answer them 
as he will answer them. 

“Perhaps you sold in good quanti- 
ties a few years ago. That does not 
mean that your product is economi- 
cally sound today. New buying 
habits, new competition, a change in 
style, may have turned your old mar- 
ket into other channels. Today, 
nothing is sure except the certainty 
of change.” 

Describing the method employed 
by his company in hiring salesmen, 
Mr. Rand pointed out that new 
methods as well as new products, 
must be constantly devised. 


Research Is Essential 


“No business can succeed unless it 
is constantly revising its product,” 
he maintained, “not only to meet the 
actual demands of today, but also 
the potential demands of tomorrow. 
This not only applies to the product 
itself, but also to the sales presenta- 
tion and the method of distribution. 

“Experimental work in selling is 
as important as it is in manufactur- 
ing. Set aside a certain percentage 
of your sales budget for finding the 
better way of getting your goods 
from the factory to the consumer. 
The investment will probably prove 
the most profitable one you have 
ever made.” 

Pointing to world conditions af- 
fecting the depression, and outlining 
the results of a questionnaire on 
world problems which he sent to 
bankers, Mr. Rand said: 

“From now on the world will con- 
tinue to improve, with minor ups 


and downs, for the remainder of the 
ten-year economic cycle. Our great- 
est problem is: How can we hasten 
this recovery by the application of 
American dispatch and common 
sense to the job of removing the 
barriers to recovery?” 

Mr. Francis also stressed the im- 
portance of research in every phase 
of business. “Research is not con- 
fined to chemistry or physics,” he 
said. “An attitude of research— 
a systematic exploration—can and 
should be applied to the wage scale, 
the work day, the work week, mar- 
ket trends, styles, production, mer- 
chandising, and every phase of busi- 
ness. 


New Developments Watched 


“Even in normal times business 
fears, more than the price-cutting 
competitor, the ingenious competitor 
who develops something new. ‘Stand- 
pat-ism’ is a dangerous policy. 

“In the planning of our sales work 
for 1933 or any future year, research 
should play an important part. A 
spirit of discontent and a determina- 
tion to improve and invent are es- 
sential.” 

“We are not unmindful of our 
great national resources, but we 
must not be led into hysteria about 
them, and must cease looking for a 
magic wand to correct them,” Mr. 
Francis asserted. “Ideas have brought 
money out of hiding in the past, and 


ideas will move money in _ the 
future.” 

In depicting the organization of 
General Foods Corporation, Mr. 


Francis illustrated one of the mer- 
chandising problems with which in- 
dustry is greatly concerned at pres- 
ent. 

“The old theory of operating was 
that it was seemingly essential to get 
100 per cent distribution,” he said, 
“and the way to get this was to have 
your sales force cover every store 
by regular, systematic mail-carrier 
routes. There was little endeavor to 
place the emphasis against the proper 
essentials. 

Selected Selling 


“Study and research quite defi- 
nitely indicated that a _ relatively 
small percentage of customers ac- 
tually did a majority of the business. 
These findings resulted in a definite 
classification of customers who, be- 
cause of their importance, were vis- 
ited with a greater degree of fre- 
quency. 

“The trend of our operation was 
to analyze customers to determine 
their relative importance, and to put 
that time and effort against those 
customers which their relative posi- 
tion demanded. Mail-carrier routes 
were dispensed with, and selective 
attention given, not only to particu- 
lar customers, but to particular prod- 
ucts in accordance with definite ad- 
vance plans.” 

Mr. Frazer outlined five funda- 
mentals in the 1933 sales plans of 
Chrysler sales corporation. 

“The first of these is personality,” 
he asserted, explaining that current 
copy for the new Plymouth shows 
pictures of Mr. Chrysler in order to 
get this idea across. “We want Mr. 
Chrysler’s personality to appear to 
the people of America because so 
much of that personality is revealed 
in the cars which he has spent his 
life to build,’ Mr. Frazer said. 


Effort Is Concentrated 


The second fundamental is a 
strong selling organization, the third 
“good common sense.” 

“We find that we must concentrate 
effort on the eastern section of the 
United States, and on the Pacific 
coast,” Mr. Frazer said. “We are 
confident that business in the wide 
open spaces will return, but we must 
concentrate. 

“We also intend to concentrate on 
selling the product that fits the purse 
of today. We do not intend to give 
up our high-priced units, but we in- 
tend to rely for our prosperity on 
selling the low-priced units. Just as 
we do not intend to waste our efforts 
on lean markets geographically, we 
do not intend to rely on another type 
of lean market.” 

Mr. Frazer defined Chrysler’s 
fourth and fifth 1933 sales funda- 
mentals as a willingness to spend 
money to get business, and enthusi- 
asm on the part of the individual on 
behalf of the products to be sold. 


PURE OIL MAKES 
DEBUT IN FIELD 
OF ACCESSORIES 


Standard Brands Recom- 
mended to Stations 


Chicago, Nov. 25.—Though enter. 
ing the accessory field on an am. 
bitious scale, Pure Oil Company ig 
warning filling stations executing 
the new program that “accessory 
sales, which should be in the mind 
of every station man whenever an 
automobile approaches, should be 
pushed with some consideration for 
the motorist.” 

The company is also substituting a 
new gasoline, Purol Pep, for its regu- 
lar grade in the central retailing 
marketing division, including all of 
Ohio and parts of Indiana, West Vir. 
ginia and North Carolina. The new 
product contains top cylinder lubri- 
cant which the company believes will] 
assure more satisfactory piston lubri- 
cation. 

In entering the accessory field, 
Pure Oil will recommend only stand- 
ard brands. Two lists of accessories 
have been prepared, one including 
only the most necessary items, the 
other all the needs of motorists 
which it believes should be provided 
by service stations. 


List of Accessories 


Among accessories to be handled 
are spark plugs, lamps, tube kits, 
fuses, lubricating system fittings, 
polish, gas tank caps, battery cables, 
windshield wiper blades, fan belts 
and other miscellaneous items in 
common demand. Also included in 
the line are Purosol Soluble Oil, Tio- 
lene Soap, Poco Shampoo and Puri- 
tan Cleaning Compound, all Pure Oil 
products. 

To educate filling stations on the 
proper method of promoting the sale 
of this merchandise, the company 
has produced a still film, “Modern 
Merchandising of Automobile Acces- 
sories.” This film is being routed 
through the territory served by the 
company’s outlets. 

Discussing effective selling, 
company told service stations: 

“It becomes increasingly apparent 
that the service station is the logical 
place for the motorist to buy his ac- 
cessories. It is frequently the place 
he first learns of the need for a new 
light bulb, battery cable, or spark 
plug. 

“However, if the motorist is ap- 
parently in a hurry, it is better to 
keep his good will by getting him 
back on the road as quickly as pos- 
sible. He does not need all the kinds 
of accessories carried in stock—there 
will be a very favorable reaction if 
an effort is made to sell him only 
what he needs. 


the 


Display Is Important 


“On the other hand, if the acces- 
sories are not displayed to attract 
the attention of every customer and 
the station operator waits for the 
motorist to ask if he has a fan belt 
or windshield wiper, the profit from 
accessories will not be worth their 
handling. They must be properly 
displayed and every timely oppor- 
tunity for their sale must be used 
to advantage. 

“If the need is suggested at the 
right time and in the proper manner, 
a service station man will not only 
sell accessories profitably, but will 
find himself receiving thanks from 
his customers for calling attention 
to some need he had overlooked.” 

Pure Oil recommends the use of 
island cabinets, somewhat smaller 
than those used by most filling sta- 
tions. Station window displays are 
also suggested. The company will 
provide illustrations of attractive 
and timely displays for stations. 


Represents “Lion” 
Chas. I. Moody Co., Los Angeles, 
has been named Pacific coast repre 
sentative for The Lion, Chicago, off- 
cial Lions Club magazine. 
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The True Story of a Great Ideal 
That Has Not Been Shattered 


It has been a year and a half now, since the last 
of these True Story pages appeared. At that time 
we laid down for you what seemed to be a sum- 
mation of the great American social and eco- 
nomic evolution which has now gone into the 
records of history. 


So far as America is concerned, that story 
has been told. Those changes have taken place. 
All the factories in the land and all the machin- 
ery inside of them are now entirely constructed 
for mass production. And the only mass con- 
sumption that is big enough to swallow even 
any reasonable part of the meal is America’s 
great overpowering group of wage-earning men 
and women. 


This not only applies to products of every kind, 
it applies to service of every kind from light bulb 
to telephone. Yes, even you great power plants 
have strung every line you have to take care ofa 
mass consumption of kilowatts. And only as the 
lights keep shining in your millions of wage- 
earners’ homes can you even hope for profit in 
your field. If ever those lights go out, you can 
all shut down. 


And what is true of power is just as true of 
automobiles or lipsticks or of any other product 
that America makes. 


* + * * * 


No; the purpose that has brought these pages 
back to you is far other than a sing-son¢ repetition 
of a twice-told tale. Nor is it especially in our in- 
terests that they are reappearing once more, except 
as all of our interests are now pretty closely akin. 


You men at the heads of industries have been 
doing things that are rather new to the world. 
Certainly, they have been absolutely new to the 
wage-earning world. You have left your own 
businesses and swung into the problem of na- 
tional economic affairs with the zeal of crusaders. 
Many of you have knocked off ten years from 
your life with the strain of the effort you have 
made. Most of you could very well have retired 
and gone your way with all the money you could 
possibly need to last out your life expectancy. 


These things have been done with too high a 
zeal and at too great a cost ever to be debited to 
sordid motives in the columns of history. But 
what you might like to know is how they are 
credited to you now. And that we can tell you. 


Here at True Story Magazine we have tens upon 
tens of thousands of letters and manuscripts from 
the wage-earners of America that are telling that 
story as it could not be told in any other way. 


livered to the door. 


These are the records of that part of America 
which is still employed. And well employed. 


* * * * * 


Of course, it is hard for the surface thinker to con- 
ceive of the great mass of America as being still 
employed. But it is not hard for the real thinker 
to picture what would happen if that great mass 
were not employed. If ever the tremendous amount 
of actual physical work that is necessary to carry 
this nation along from day to day were actually 
stopped, America couldn’t last for even a week. 


Most homes still go about the regular business 
of their day—first to their butcher’s and their ¢gro- 
cer’s for their food supplies, then down to the 
stores for the numerous other things they need} 
then home again to snap on the lights and prepare 
for the evening—without ever a thought of the 
enormous amount of actual physical work that 
had to be done before they could even think of 
putting a beefsteak on the pan or sticking a can 
opener into a single can or even taking the wrap- 
per off of any of the packages that have been de- 


And it’s wage-earning America that did it all. 
Wage-earning America, still employed, and pretty 
well employed—or there wouldn’t be any pack- 
ages coming home. 


We have a sharper picture of this, perhaps, than 
you have, because we deal so closely with 
wage-earning America—still employed, and well 
employed. 


True Story Magazine has practically no unem- 
ployed circulation. Our readers buy True Story 
from month to month on the newsstands. It is 
virtually all sold that way. We have practically 
no subscription circulation. And we know that 
when wage-earners are out of a job or when 
things are tight and pressure comes on the 
purse, they do not buy our magazine. 


So your greatest interest lies in knowing what 
these great masses of wage-earning America who 
are still well employed think of you who have 
been giving your very lives to the business of 


keeping them employed. How willing are they 
to co-operate in your effort? And now that 


America has apparently turned the corner it has 
been looking for so long, how fast can they go 
in that co-operation? 


In the pages to follow these are some of the 
things we shall tell you with a considerable de- 
gree of accuracy, and these are the things that 
are very important to know. 
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M-G-M TO BRING 
A SOUND STUDIO 
TO FAN'S DOORS 


$1 50,000 Studio on Wheels 
to Tour Country 


New York, Nov. 25.—Metro-Gold- 
wyn-Mayer national advertising for 
1933 will set the feminine world by 
the ears with news of a country-wide 
screen personality contest giving 
aspiring Garbos everywhere an op- 
portunity to have a screen and voice 
test without leaving their native 
Main streets. 

The huge advertising and publicity 
project involved construction of a 
traveling motion picture studio at a 
cost of $150,000. Designed to bring 
free entertainment to the queues of 
customers in front of M-G-M exhib- 
itors, as well as the glass slipper 
to the movie Cinderella of the year, 
the studio, named The Globe Trot- 
ter, is a show in itself. 

Guests at a preview here this week 
were at once startled and enchanted 
to behold a rubber-tired locomotive, 
painted a colorful red and trimmed 
in gold plate and nickel, to which 
is attached the fifty-five-foot studio, 
decorated with the thoroughness 
characteristic of the industry. 

“We believe we have the most 


extraordinary exploitation invention 
this industry has yet sponsored,” 
said Major Edward Bowes, the com- 
| pany’s host on this occasion. 

“The studio, equipped for the mak- 
ing and projection of talking motion 
pictures, with its maze of intricate 
and intriguing sound paraphernalia, 
its cameras, voice recording devices, 
public address system, talking pic- 
ture projection machines and other 
costly facilities, will capture and 
| hold the fascinated interest of spec- 
tators for years after they have 
| seen it. 


Make Screen Tests 


“The forward part of the studio is 
given over to a sound-proof room, in 
which the voice and camera tests 
are to be made. Here the sound 
recording devices, the long black 
panels of switches and mysterious 
dials and the public address system 
are located. 

“In the rear part of the studio, the 
projection booth and screen are 
found. The booth. with its standard 
Western Electric equipment, its film 
rewinding machines and the other 
interesting regulation apparatus 
used in the projection of talkies, is 
enclosed in glass, thus enabling the 
spectators to observe the operations 
involved in the projection of pictures 
and the equipment used. 

“The screen, one of the few ultra- 
modern rear projection screens in 
the country, covers the back of the 
studio. From it, the crowds of on- 
lookers will be shown the M-G-M 
stars at work and at play, scenes 
from forthcoming M-G-M features 
and shorts and other material of 
general fan interest. The electrical 
units used in the studio projection 
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~The largest 


photo-engrav. 

| ing organization 
in chicago...... 
makers of 

|| — fine printing 
|| plates in black 
|| or colors... 


NGRAVING COMPAN 
817 W.WASHINGTON BLVD. 
PHONE MONROE 7080 


DISTRIBUTION 
GETS RESULTS 


A vital part of our serv- 
ice to national advertisers 
who want quick and posi- 
tive results in the Chicago 
market is in selecting home 
areas where demand for 
their products will logically 
be greatest. 

Send for our booklet, 
“THE MARKET, CHI- 
CAGO," showing how 
YOU can take advan- 
tage of the flexibility 
and economy of Direct- 
to-the-Home advertising 
in this great central 
market. 


BIG 4 ADVERTISING 


- CARRIERS - 
20 EAST 8ST. CHICAGO 
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We say “Yes Ma’am” 
to our Cooks 


Women cooks 


prepare the food for the 


Hotel Lexington restaurants. That’s why 
it’s so delicious and wholesome. And 
Lexington restaurant prices, like its room 
rates, are sensible—35c for breakfast, 
65c for luncheon and $1.00 for dinner in 


the main dining 


room. 


$3 a day and up for Lexington rooms— 
$4 and up for two persons. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th St. 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 


machines are so powerful that pic- 
tures will be visible from the screen 
in broad daylight.” 

National advertising mentioning 
the contest in connection with news 
of new pictures will forewarn each 
city, town and hamlet of the excite- 
ment breaking two weeks prior to 
the arrival of the Globe Trotter, 
which will reach its climax with its 
appearance. 

Tie-up with Dailies 

To become eligible for participa- 
tion, the exhibitor must effect a tie-up 
with his local newspaper whereby 
the publication will assume joint 
sponsorship of the local competition. 
Application blanks will be printed 
in the newspaper and will also be 
available at the theater. Interest 
will be stimulated with newspaper 
advertising and movie trailers. 

Entrants will take their tests in 
front of the theaters in view of 
friends, neighbors and rivals. Win- 
ners in the city contests will com- 
pete in state finals, and the victors 
in those events will represent their 
states in the national finals for the 
title of Miss Opportunity. 

As repayment for her trouble, 
Miss Opportunity will receive a trip 
to Hollywood with all expenses paid, 
where after meeting and dining with 
the M-G-M stars, she will be given a 
final screen and voice test to deter- 
mine her suitability for a part in a 
forthcoming M-G-M production. 

Soothing to the anguish and mor- 
tification of losers will be the fact 
that prints of the individual tests 
will be routed over a national cir- 
cuit and that it will be compulsory 
to show the test of the local entrant. 


Finn Follows 
Younggreen to 


Reincke - Ellis 


(Picture on Page 1) 

Chicago, Novy. 25.—After fourteen 
years as first vice-president of Mce- 
Junkin Advertising Co., Joseph H. 
Finn has resigned to become vice- 
president of Reincke-Ellis Company, 
Chicago agency, effective at once. 

The change reunites two old as- 
sociates in the advertising field, Mr. 
Finn and Charles C. Younggreen. 
When the latter was placed in charge 
of advertising for the J. I. Case Plow 
Works, Racine, Wis., after the war, 
Mr. Finn handled the Case advertis- 
ing for the McJunkin agency. Mr. 
Younggreen recently left McJunkin 
to become executive vice-president of 
Reincke-Ellis. 

Among advertising accounts served 
by Mr. Finn during his affiliation 
with McJunkin and formerly as head 
of his own agency were T. A. Snyder 
Preserve Co., Morris & Co., Ajax 
Rubber Co., Paramount Pictures, 
Great Northern Railway, Chicago, 
Burlington & Quincy, Stewart-War- 
ner Corp., and Transformer Corp. of 
America. 

Besides being in demand as a 
speaker at sales conventions, Mr. 
Finn has contributed generously to 
the advertising press. He is author 
of “Master Merchandising and the 
Dominant Idea,” a well known book 
widely used for reference. 


“Apparel Arts” Plans 


New Publications 


Apparel Arts Publishing Co., Inc., 
Chicago, has announced plans for 
publication of two new “super-trade” 
papers, Apparel Arts Fabrics and 
Fashions, intended for dealer display 
to customers, and Housefurnishings 
Arts, to serve the furniture and dec- 
oration field. 

Offices will shortly be moved from 
664 N. Michigan Ave. to the Palm- 
olive Bldg., and the name of the 
publishing company will be changed 
to Super-Trade Publications Group. 


Form Engraving Firm 


Harry Collins, formerly of Collins 
& Alexander, has left that organiza- 
tion to form Collins, Hutchins & 
Miller Engraving Co., 717 S. Wells 
St., Chicago. 


Nathan Talbot Dead 


Nathan Talbot, for 47 years pub- 
lisher of Omaha Daily Record. died 
in San Diego, Cal., Nov. 15. He was 
71 years old. 


— 
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TEST VALUE OF CO-OPERATIVE CAMPAIGN 


URE GOLD comes from various ores. The 
aprtrkting white sugar in your sugar bowl 
certainly came either from sugar cane on 
sugar beets; but sugar exactly like it-in 


taste. colorchemical analy sis—can be extracted from 
pal trees. maple trees, sorghum watermelons, 
many other fruits and plants. 

“By no chemical test ean the pure crystallized 
sugar From these different sources be distinguished.” 
says Department of Agriculture Bulletin 535. That 
pure beet and cane sugars ave identical has beeu 
testified time after time by government clenist-, 
agricultural colleges. cooking tea +. dietitians 
phssteians and cacload users of sugar. including 
canners, bakers. confectioners and makers of jelly. 
preserves and beverages. 

Chemist identify many substances a> sugars (hie 
tose, glucose. ete.) but the one that ts naitieersealty 
hnown as seyer is pure sucrose. Plants make sucrose 


by combining byeleogenoxs gen and caren. Sugar re- 
tiningeousistsofostractingthisdefinite combination 


UNITED STATES 


ob wie alts deagrits 
a eae 
har Kanes we» Woe 


For allan expert could tell. 
your table sugar might have 


come out of a palm tree 


SN 


Hig : 
of elements. free of impurities. from the plant juirs 
W hen star is refined to the trade standard of “hun. 
dred degree” purity there is no way of tracing beet oy 
cane origin. does not differ from any other equally 
pure sugar in taste. sweetness, cooking qualities 
Due tothe remarkable properties of the sugar beet, 
the beet sugar industry is an amazing esample of 
agricultural etheieney, The foliage is eveellemt food 
for livestock, Beet pulp and beet molasses fatten mil. 
lions of sheep and cattle annually at low feeding 
costs, Fertilizer is returned to the soil. Correct beet 
culture greatly improvesy ields of other rotated crops. 
Sugar beets provide mere employment per vere 
than any other crop. because of intensive cultivation 
factors operation and the industey’s demands toy 
vast amounts of coal. time. cotton. freight transport 
ete. Vhundred thousand American farmers grow this 
contract-guaranteed cash crop.safeguarding the na 
tien against interruption of overseas sugar supplies 
Sugar beets donot compete with anyother \nerioan 
crap. Vie heet farmer helps other farmers. Another 
tiflion acres of beets would mean.a million acres 
less of crops now grown too ubundanthly for protit 


BEET SUGAR 
ASSOCIATION 
SUGAR BUILDING, DENVER, COLO. 


j 


United States Beet Sugar Association is testing the value of co-op- 
erative advertising featuring a strong depression" angle, with pages 
in "Time." The Denver office of McCann-Erickson, Inc., is in charge. 


TEST CAMPAIGN 
TO PROMOTE USE 
OF BEET SUGAR 


Denver, Colo., Nov. 25.—Choosing 
the present period of unemployment, 
surplus farm crops and low com- 
modity prices as ideal for its pur- 
poses, United States Beet Sugar As- 
sociation is testing the possibility of 
increasing the demand for beet sugar 
with a five-months test campaign in 
Time, results of which will determine 
future advertising activities of the 
association. 

The first shot in the test campaign, 
which is handled by the Denver office 
of McCann- Erickson, Inc., was a 
two-color page in the Oct. 31 issue of 
Time. Full pages, many of them in 
two colors, are scheduled for appear- 
ance every other week during the 
five-month test period. 

The depression, and particularly 
the unemployment situation, is used 
as a base for the series, with head- 
lines such as, “More farm land di- 
verted to sugar beets would mean 
more jobs for Americans,” and “Be- 
cause of the sugar beet, more people 
have to mine coal, dig limestone, pick 
cotton,” dominating the copy. 


“Sugar Is Sugar” 


Strangely enough, no _ inherent 
superiorities in beet sugar are 
claimed in the advertisements. On 
the contrary, copy stresses the fact 
that sugar is sugar, whether it be 
extracted from cane, beets, or water- 
melon, for that matter. 

Pointing with gentle ridicule to the 
preference for cane sugar, copy in- 
forms readers that it is impossible 
for chemists to discover the source 
of any pure sugar. “Beet sugar is 
exactly as sweet, exactly as white, 
exactly aS pure as cane sugar,” one 
advertisement asserts. 

Much is made of the fact that the 
cultivation of sugar beets requires 
more man-power per acre than any 
other farm crop, and that therefore 
increasing the beet sugar acreage 


would have a material effect on em- 
ployment conditions. 

Copy also stresses the fact that 
beets compete with no other conti- 
nental crop, and the diversion of 
acreage now used to create grains 
and cereals which are already cre 
ated in too great abundance, would 
have a remarkable effect in reducing 
farm surpluses. 

Making capital of the fact that 
much of the sugar cane used in the 
production of sugar for American 
tables is grown outside the country, 
one advertisement says: “The beet 
sugar industry assures the country 
of an internal sugar supply in case 
of war or tropical disasters.” 


No Waste in Industry 


Other important points stressed 
with reference to “the essential in- 
dustry that knows no waste’ in- 
clude: 

Correct beet culture so improves 
the yield from other crops that extra 
productivity so essential now, when 
prices are low, is guaranteed to in- 
dividual farmers. 

The industry is a heavy user of 
such materials as coal, cotton and 
limerock, and indirectly stimulates 
employment and sales in transporta- 
tion and other industries. 

Every part of the sugar beet plant 
is useful, by-products of an average 
acre of beets producing as much 
human food in the form of meat as 
the entire product of an average acre 
of corn. 

The United States Beet Sugar As 
sociation, which is sponsoring the 
current campaign, includes about 
half of the manufacturers of beet 
sugar, controlling over 75 per cent of 
the active factories. 


Release Oven-Ready Copy 


J. Walter Thompson Co., Chicago, 
released a 20 weeks’ newspaper cam- 
paign for Oven-Ready Biscuit this 
week. Ballard & Ballard, Louisville, 
are the manufacturers, with Kraft- 
Phoenix Cheese Corp., Chicago, han- 
dling distribution and sales. 


Boland’s New Work 


Russell T. Boland, formerly a2 
eastern representative of the Gillette 
Publishing Company, Chicago, has 
joined Hospital Management, Chi- 
cago, in a similar capacity. His 
headquarters are in the Graybar 
Bldg., New York. 
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ADVERTISING AGE 


For the special attention of 
Food Product Advertisers — 
but don't let that stop YOU! 


n the ineptitude 
of old dog 


advertising— 


| T WAS more than twenty years ago that Herman 
started carrying a sample case for Whaddick Bros., mfrs. 
of whole wheat noodles and hors d’ oeuvres. They gave him 
half of Brooklyn for his territory —and half of it was 
open fields and vacant lots. But Herman got around and 
covered the trade and piled up a pretty fair volume on 
noodles but not so much on hors d’ oeuvres. 

Herman’s volume hasn’t changed much the past ten 
years. The branch manager used to complain once in a 
while, but Herman told him that if he could find anybody 
else who could get more business out of the territory to go 
ahead. And that was that—until the branch manager died 
ayear ago. Then a young whippersnapper sent on from the 
home office went out into Herman’s territory and brought 
in gobs of orders from dealers Herman never heard of! It 
was a great surprise to Herman. 

Herman had been covering the same route for twenty 
years. He always got good orders from Schultz on Blank 
St., corner of Abyss. And a few years ago when a couple 
of young upstarts opened stores down Abyss St., Schultz 
said they couldn’t last, so Herman never bothered them. 
Unfortunately a flock of apartment buildings also went up 
down Abyss St., and they lasted pretty well. But Whaddick 
Bros. never got any of their upstart business! = 


Is THERE a Herman making up your New York 
advertising schedules, covering the same advertising route 
he used years ago, depending on the same old media? 

Twenty years ago, the food product advertiser in New 
York had to use the evening papers to get around, to reach 
most of the families here. But since the War, New York 
has become a morning paper town. Folks here now read a 
million more a.m. papers than p.m.—and they read $00,000 
fewer evening papers than they read fifteen years ago. Most 


SS 


SS 


KZ 


particularly, they read more copies of The News than of 


any other paper. The News now goes to two out of three 
New York City families and two out of five in the suburbs. 
It reaches hundreds of thousands of families who have 
moved into the new apartments on Abyss St. and elsewhere, 


doubled the population of Brooklyn, quadrupled that of — 


Queens, and filled up the newer suburban sections. If 
Herman still picks your New York list of papers, he 
wouldn’t know about all these people. Many of them may 
not know about you and your products. And there is a 
lot of business you are not getting from them! Baad 


Tue News gives the food product advertiser 
maximum coverage in this market—reaches a majority of 
his customers, and of his dealers’ customers. The News 
reaches more women than any other newspaper here—and 
as a consequence carries more retail advertising! The closest 
equivalent of the News 1,400,000 circulation—is three eve- 
ning newspapers, at $1.00 more per agate line! 

But in no other New York newspaper can you get the 
high visibility for your advertising, the increased reader 
attention that comes with the small News page. Nor can 
you get so much for your money in any other newspaper 
or newspapers as you do in The News—with its milline 
based on a 1928 circulation 250,000 copies below the present 
level! And further reduced by the temporary 5% rebate! 

Will you take this matter up with Herman? 


220 EAST 42nd STREET, NEW YORK 


Kohl Building, San Francisco + Tribune Tower, Chicago 


Appetite, 


inclination, 


@ STOMACH SIZE, 


calory requirements, 


and pocketbook 


@ LIMIT 


the amount 


of vittles 


@ THE HUMAN BEING 


can intake! 


Therefore 


@ ADVERTISING 


in most cases 


can only 


@ SELL 


more people 
who 

@ EAT 
and not 
people who 

@ EAT MORE; 

aap only 
increase 

@ CONSUMERS, 
not eoniteseijiltanit 
The News 

© CAN CARRY 

| iain 
advertising 

@ TO MOST 

, of the people 
in New York 

@ WHO EAT— 
at 
the very 


@ LOWEST 


cost! 


© TH F N F WS 7 New York's Picture Newspaper 
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THE DES MOINES 
REGISTER and TRIBUNE 


230,221 Daily a.B.c. 208,243 Sunday 


@ The high standard of living in 
Iowa is reflected by the fact 
that a model home sponsored 
and promoted by this news- 
paper was visited by people 
from ninety-five of the state's 
ninety-nine counties. 


Iowans with a per-capita 
wealth of $4,322, 61% above 
the national average, have 
money to ens for the things 
they want. Reach them through 
The Register and Tribune. 


“How, to Select and Register a 


TRADEMARK 


also HOW TO OBTAIN a 


PATENT ” 22% 


RIGHT 
Is Explained in my 


FREE BOOK 
Write to.. 


Clarence A.O Brien 


Registered Patent Attorney 
S234 ADAMS BLDG. WASHINGTON,D.C. 
- anenren 


THE CREATIVE MIND— 


No matter how striking its appearance 
or how compelling its sales argument, 
your architectural copy will be ineffective 
unless the readers are in a creative frame 
of mind when they view your presenta- 
tion. The editorial contents of ARCHI- 
TECTURE are devoted entirely to giving 
its readers constructive ideas for their 
everyday practical use. When architects 
read ARCHITECTURE they are left in 
a creative frame of mind—a good time 
for them to be aroused to the practical 
applications of your products. 


ARCHITECTURE 


Leading Professional Architectural 
Journal 


Published by Charles Scribner’s Sons 
597-5TH Ave. Ew York 


10 


years ago 


orders could be had 
for the asking. It’s 


different now... you 
have to fight for ’em. 
Let Pittsford typog- 
raphy help you—by 
presenting your mes- 
sage so they’re bound 
to see it and certain 


to read it. 
M4 


BEN C. PITTSFORD CO. 


A dvertising 
Typographers 


605 South Clark Street Chicago 


Wabash 


PHILADELPHIA'S 
LOCAL LINEAGE 
NEAR ‘31 MARK 


New York, Nov. 24.—Philadelphia 
was the brightest business spot of 
any large city in the country during 
October, if figures for local display 
lineage, compiled by New York Eve- 
ning Post, are accepted as a guide. 

During the month, local lineage in 
that city equalled 98.5 per cent of 
the 1931 figure, while the average 
for the entire group of 115 papers in 
30 cities was 79.1 per cent of the 
same month last year. 

Baltimore occupied second place 
in October, with 91.9 percent of last 
year’s volume; Denver was third 
with 90.9 per cent, and New Orleans 
fourth with 90 per cent. 

In September, Louisville 


most 


‘j¢closely approached normal, with 


Richmond, Va., and Philadelphia fol- 
lowing in that order. 

Eleven individual papers showed 
gains in total lineage for the month, 
compared with the same month last 
year. They are: Chicago Herald 
and Examiner; Philadelphia In- 
quirer; Philadelphia Record; Phila- 
delphia Evening Ledger; Baltimore 
American; Baltimore Post; Washing- 
ton Evening News; St. Louis Star 
and Times; New Orleans Tribune; 
Cincinnati Enquirer; and Louisville 
Herald-Post. 


FERREE WINS 
ROGER SMITH 
COMPETITION 


(Picture on Page 16) 

Stamford, Conn., Nov. 23.—E. B. 
Ferree, Chicago, won first prize in 
the Roger Smith Hotels Billboard 
Competition which ended recently, 
O. A. de Lima, president of the or- 
ganization, has announced. 

Judges in the contest were Hugh 
Ferriss, architect and author; Alfred 
Kastner, architect and winner of the 
Kharkov competition and _ second 
prize winner in the Palace of the 
Soviets competition; and William R. 
Needham, president of Needham & 
Grohmann, hotel advertising agency. 

Honorable mentions in the contest 
went to E. J. Brady, Brockton, 
Mass.; O. B. Hildebrandt, Milwau- 
kee; O. L. Johnson, Muskogee, Okla.; 
O. B. Macdonald, Evanston, Ill.; D. 
O. Seamon, Terre Haute, Ind.; E. 
Silverton, Hubbard Woods, IIl.; and 
H. Wolfinbarger, Denver. 

Over 100 designs by artists in all 
sections of the country were sub- 
mitted in the competition, which was 
announced exclusively through dis- 
play advertising in ADVERTISING AGE. 
Run as an experiment to see what 
returns might be secured from a 
contest offering comparatively small 
prizes, the results were so satisfac- 
tory that Roger Smith Hotels Cor- 
poration is planning to conduct sim- 
ilar competitions for letterheads, 
menus, etc. 

The prize winning design and 
those receiving honorable mention 
will be on display until Dec. 7 at 
the Roger Smith Restaurant, 40 E. 
41st St., New York. 


Krugler’s Career Ended 


Frederick M. Krugler, of the New 
York staff of Ralph "8. Mulligan, 
publishers’ representative, died last 
week. He had been active in the 
advertising fiel for many years, 
serving Dauchy & Co., J. Walter 
Thompson Company, Modern Pris- 
cilla and others. 


Indiana Papers Merge 


Porter County Herald, Hebron, 
Ind., and Valparaiso Leader, Val- 
paraiso, Ind., have merged. Ira Til- 
ton, former publisher of the Leader, 
will edit the new paper, and Martin 
Tornquist, former manager of the 


Herald, will be manager. 


OCTOBER NEWSPAPER LINEAGE IN 30 CITIES 


City National Local Classified Totals 
1932 1,837,531 6,676,794 1,688,541 10,995,868 
Seer 1931 2,649,419 8,910,778 2,032,787 14,723,255 
Diff —811,888 —2,233,984 —344,246 —3,727,387 

1932 975,804 2,730,027 935,415 4,702,272 
eS nic bs serie <dee 1931 1,260,537 3,689,391 771,486 5,721,414 
Diff —284,733 —959,364 +163,929 1,019,142 
1932 $49,139 3,697,386 1,022,792 5,798,485 
Philadelphia ........... 1931 1,112,065 3,753,605 1,117,480 6,451,339 
Diff —262,926 —56,219 —94,688  —652,854 
1932 552,300 1,598,940 610,260 2,840,446 
On RR POO ch 1931 703,178 2,215,808 669,914 3,677,534 
Diff —150,878 —616,868 —59,654 —837,088 
1932 535,630 1,480,278 406,955 2,422,863 
ce a 1931 705,478 2,125,406 572,590 3,403,474 
Diff —169,848 —645,128 —165,635 —980,611 
1932 477,595 1,635,100 567,100 2,681,015 
hy Sree 1931 738,740 1,974,820 542,400 3,255,960 
Diff —261,145 —339,720 +24,700 —574,945 

1932 $81,609 2,609,472 619,095 4,288,247 
ES RE PETC ae 1931 1,024,813 3,024,603 777,723 5,098,760 
Dif€ —143,204 —415,131  —158,628 —810,513 
1932 647,248 2,182,163 575,322 3,404,733 
 , 1931 834,911 2,372,336 730,678 3,937,925 
Diff —187,663 —190,173 —155,356 —533,192 
1932 684,544 . 1,925,294 $59,376 3,469,214 
Los Angeles .......... 1931 1,150,478 2,738,022 1,131,564 5,020,064 
Diff —465,934 —812,728 —272,188 —1,550,850 
1932 433,269 1,240,321 320,478 2,164,333 
eS EET EN Cre 1931 506,196 1,633,347 397,427 2,723,555 
Diff —72,927 —393,026 —76,949 —559,222 

1932 630,480 1,276,256 660,098 2,566,834 
San Francisco ......... 1931 969,428 1,759,855 824,964 3,554,247 
Diff —338,948 —483,599 —164,866 —987,413 

1932 473,192 1,081,617 305,363 1,860,192 
Milwaukee ............ 1931 617,907 1,533,948 362,527 2,513,482 
Diff —143,815 —452,331 —57,164 —653,290 

1932 655,983 2,548,684 812,369 4,017,036 
Washington ........... 1931 826,547 3,042,714 842,857 4,712,118 
Diff —170,564 #—494,030 —30,488  —695,082 

1932 396,942 1,595,398 383,488 2,375,828 

Cinbinett. < och... ia. dues 1931 443,240 1,911,112 522,942 2,877,294 
Diff —46,298  —315,714  —139,454 —501,466 

1932 379,327 1,909,563 595,745 3,128,516 

New Orleans .......... 1931 518,890 2,122,300 439,455 3,334,171 
Diff —139,563 © —212,737 +156,290  —205,655 

1932 438,795 1,237,830 395,824 2,112,356 

Minneapolis ........... 1931 559,685 1,804,444 442,072 2,844,219 
Diff —120,890 —566,614 —46,248 —731,863 

1932 397,514 872,233 400,205 1,766,118 

NE oer aca iat 1931 487,865 1,114,492 568,466 2,344,779 
Diff —90,351 —242,259 —168,261 —578,661 

1932 367,683 1,307,259 421,548 2,096,490 

Indianapolis ........... 1931 519,930 1,622,667 485,319 2,627,916 
Dif€é —152,247 —315,408 —683,771 —531,426 

1932 256,128 894,863 296,290 1,524,799 

ORs iio rerceanewss 1931 283,347 983,757 374,467 1,800,365 
Diff —27,219 —88,894 —78,177 —275,566 

1932 299,438 1,367,752 344,702 2,011,892 
Providence ............ 1931 477,210 1,751,882 421,814 2,650,906 
Diff —177,772 —384,130 —17,112 —689,014 

1932 282,859 1,325,488 306,056 1,914,403 
RDMMNUMD 5 soci cces cane 1931 372,016 1,626,130 397,027 2,395,173 
Diff —89,157 —300,642 —90,971 —480,770 

1932 285,438 1,392,892 255,544 1,934,338 
Bubevilte:” oo... ot. os 1931 431,579 1,710,350 299,357 2,441,820 
Diff —146,141 —317,458 —=43,618 - —607,483 
1932 462,714 1,227,940 269,206 1,959,860 
ee eee 1931 560,560 1,459,122 327,502 2,347,184 
Diff —97,846 —231,182 —58,296 —387,324 

1932 253,848 679,541 381,252 1,314,641 
ee SS ROTC TEE 1931 403,332 1,090,796 483,677 1,977,805 
Diff —149,484 —411,255 —102,425 —663,164 

1932 212,790 943,415 268,963 1,598,165 
rere ee 1931 265,365 1,073,211 271,145 1,797,271 
Diff —52,575 —129,796 —2,182 —199,106 
; 1932 251,776 827,736 119,084 1,198,596 
Birmingham ........... 1931 332,486 1,270,290 179,144 1,781,920 
Diff —80,710 —442,554 —60,060  —583,324 

1932 221,961 862,997 235,369 1,401,991 
MistmMend .....6..5.0085 1931 269,793 1,009,681 286,996 1,686,495 
Diff —47,832 —146,684 —51,627 —284,504 
1932 286,440 1,332,212 270,326 1,888,978 
MEM, 5p sc okcduee 1931 413,966 1,713,922 362,124 2,490,012 
Diff —127,526 —381,710 —91,798  —601,034 
1932 310,212 1,110,088 400,484 1,820,784 
OMMGEAL (en oir xeet ad 1931 390,558 1,599,024 557,858 2,547,440 
Diff —80,346  —488,936 —157,374 —726,656 
1932 283,561 562,309 214,340 1,060,210 
Den Menon: ....6..05565 1931 404,021 701,455 249,683 1,355,158 
Diff —120,460 —139,145 —35,434 —294,948 
1932 15,021,750 50,131,848 14,941,590 82,319,503 
MME ose, px aca ties 1931 20,232,640 63,339,267 17,443,445 104,093,055 
Dif€ —5,210,890 —13,207,419 —2,501,855 —21,773,552 


—New York Evening Post. 


Greist Recovering 


E. Harold Greist, account execu- 
tive for Batten, Barton, Durstine & 
Osborn, Chicago, who was painfully 
injured in an automobile accident at 
Marinette, Wis., has recovered suffi- 
ciently to return to his home at 
Hinsdale, Ill. Mr. Greist sustained 
several broken ribs when his car 
skidded into a ditch. 


“Eagle” Shortens Week 


The Brooklyn Daily Eagle has 
adopted the five-day week for all em- 
ployes, except union members, in 
order to increase employment. Prac- 
tically all union employes are al- 
ready on a five-day basis. 


Dr. Underwood Dead 


Dr. Benoni F. Underwood, 89, for- 
mer publisher of the Edgewater, N. 
J., News, died Nov. 20. He had also 
edited several medical journals and 
had written books for boys under 
the name of Ralph Victor. 


Vladimir Made Officer 


Irwin A. Vladimir, who joined 
Rudolf Mosse, Inc., New York, in 
1928 as account executive, has been 
appointed a vice-president. 


“Examiner” Publishes 


Its Fall Cook Book 


Chicago Herald & Examiner printed 
its semi-annual edition of Prudence 
Penny’s Cook Book Nov. 2. 

Many national advertisers were 
represented in the special 20-page 
section, printed in color. 


Start “Brevities” 


New Chicago Brevities has been 
started in the Windy City as a Satur- 
day magazine of the extremely so- 
phisticated type. Headquarters are 
af 159 N. State Street. 


Dorsey with Criterion 


J. Franklin Dorsey, formerly vice- 
president and general manager, 
Nordhem Service, Inc., has joined 
the Criterion Advertising Co. as vice- 
president. 


Daily Gives Discounts 


Effective Jan. 1, 1933, Birmingham 
News and Age-Herald will allow a 
rebate of one cent a line to national 
advertisers using 25,000 lines within 
a year; two cents for 50,000 lines; 
three cents for 75,000 lines, and four 
cents for 100,000 lines. 


PREDICTS MORE 
FINANCIAL COPY 


New York, Nov. 22.—Hugh Bap. 
croft, publisher of the Wall Street 
Journal, whose address on the bugi. 
ness situation was one of the features 
of the annual convention of Associa. 
tion of National Advertisers at At. 
lantic City last week, believes that 
there will be an expansion of finap- 
cia] advertising volume in 1933. 

“The shrinkage in financial adver. 
tising,” he said to ADVERTISING Ace, 
“is easy to understand when it is re. 
membered that the average number 
of new security offerings, on which 
most advertising of this character is 
based, is two or three a day, rising 
in our boom era of 1928 and 1929 to 
six or seven a day. The contrast is 
supplied by the fact that in a recent 
six-week period there was not a 
single new offering recorded. 

“Of late there has been somewhat 
more activity in this field, and the 
outlook for the coming year is im- 
proved by the cheap money market. 
This will stimulate the refinancing 
of long-term obligations, as borrow- 
ers will be encouraged to call in 
their issues in favor of new securi- 
ties which can be disposed of on a 
more attractive basis as to interest 
and other charges.” 

Mr. Bancroft, who is also a direc- 
tor of the well-known financial 
agency of Doremus & Co., admitted 
that a few more stockholders’ con- 
tests similar to that in which leaders 
of Aviation Corporation of America 
were recently engaged, might also 
improve the outlook for financial ad- 
vertising. His agency placed the 
copy for E. L. Cord in his advertis- 
ing campaign for larger representa- 
tion in Aviation Corporation affairs. 


Wingart Joins Fox; 
Department Is Split 


Earl Wingart has joined the adver- 
tising and publicity department of 
the Fox Film Corp., New York, as 
publicity manager. 

Gabe Yorke continues in charge of 
advertising, and Charles E. Me 
Carthy, director of advertising and 
publicity, will supervise both depart- 
ments. 


Standard Expands Radio 


Standard Oil Company of New 
Jersey has released radio contracts 
calling for five half-hour evening 
broadcasts a week through McCann- 
Erickson, Inc., New York. The com- 
plete hook-up of the Columbia Broad- 
casting System will be used Tuesday 
and Thursday and the blue network 
of the National Broadcasting Com- 
pany on Monday, Wednesday and 
Friday. 


Biow Buys Station WAAM 


Station WAAM, Newark, N. J., has 
been purchased by the Biow Broad- 
casting Co., owned by Milton H. 
Biow, head of the New York agency. 
Ira B. Nelson, formerly controlling 
stockholder, remains with the station 
as manager. 


Terraplane Is Success 


Essex retail sales, since introduc- 
tion of the Terraplane, have run 
about 39 per cent ahead of the same 
period last year, increasing Hud- 
son’s total share of automobile sales 
to the highest level since 1929. ETr- 
win, Wasey & Co., New York, is the 
Hudson agency. 


J. L. Southwick Dies 


John L. Southwick, 74, for 49 years 
a member of the staff of the Burling 
ton (Vt.) Free Press and its editor 
since 1907, died Nov. 21. He was 4 
graduate of Cornell, where he was 
one of the founders of the Cornell 
Daily Sun. 


Hecker Plans Surprise 


Hecker H-O Co., Buffalo, N. Y., mil- 
lers and packers of prepared cereals, 
has appointed Erwin, Wasey & Co. 
New York, to advertise a new prod 
uct to be announced later. 


Names Reinche-Ellis 


Advertising of National Enameling 
& Stamping Co., Milwaukee, Nesco 
Enamelware and other products, has 
been placed with Reincke-Ellis Com: 
pany, Chicago. 
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Some of the famous writers 


wh 
pr use a quicker tempo when 
~ y write for TOWER MAGAZINES 


Ea a 
é Paes a, : ‘ ; 
wc legs * ase | 
¢ a 
i ee 
Sere Re 


ELSIE JA 
: > MARY ROBERTS RINEHART 


A new writing technique, close- | 
knit plots, lavish incident, brief Fe Fail 
descriptions, economy of phrase, ee “pec 


won a million and a quarter read- 


ers for Tower Magazines and a 
ket for advertisers: The 


new mar 
average woman buys her New 


MOVIE, LOVE, MY sT 


HOME MAGAZINE because she 


HELEN KELLER || 
: ae likes this quickened pace. Buys it 
fromneigh- 


on her shopping route 
department 


boring drug, grocery: 
stores. Voluntarily. That’s why 


response has been so extraordi- 


nary that forty-three per cent of 
1931 adverti g, im- 


sers renewin 
creased their 


schedules in 1932. 


ELAINE 
a 


TOWER MAG 
AZ 
INES, INC. A New Force in Marketing 


55 Fifth Av 
e., New York 
919 N. Michigan Ave., Chicago 
7046 Holl 
ywood Blvd., Holl 
. ywood 


RGE CREEL 
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Consent Decree 


Ends Fight on 
‘Radio Trust’’ 


Wilmington, 


! ' 
|} and Westinghouse Electric and Man- | 


| ufacturing Company. 


Under the terms of the decree, | 


Westinghouse and General Electric 


must cease to hold stock in Radio| 


| Corporation, and the patent cross 
| licensing agreements, involving 4,000 
patents, must be dissolved. The de- 


22.—By fendant organizations were also for- 
agreement of the radio “trust” and bidden to enter agreements for the 


the United States Department of | division of trade fields and terri- 
Justice, Judge John P. Nields in the | tories. 


the so-called “radio group,” 


COOK C 


64.4% of all the spendable in- 
come of the state of Illinois is 
in Cook County .. . 63.4% of 
all retail sales made in Illinois 
are made in Cook County .. . 
60.5% of all food sold in Illinois 
is purchased in Cook County... 
67.9% of all drug store sales 
made in Illinois are made in 
Cook County .. . all this in only 
1.6% of the total area of the state 
. . » That is why The Chicago 
Daily News has, and advertising 
should be, concentrated in Cook 
County ... Around 400,000 Cook 
County buyers read The Chi- 
cago Daily News regularly .. . 
96% of the circulation of The 
Chicago Daily News is concen- 


Federal district court here yesterday! The defendant companies signed 
signed a consent decree dissolving | the decree with the express stipula- 
com-| tion that their consent is not an 
posed of Radio Corporation of admission that they had violated the 
America, General Electric Company, | anti-trust laws. 


ILLINOIS 


Metropolitan Expands 


| Metropolitan Motion Picture Co., 
| Detroit, has opened an office in 
| Hanna Bldg., Cleveland. G. S. Was- 
ser, formerly general manager of 
| Wireless Systems, Inc., is division 
manager, assisted by Peyton B. 
| Lyon, formerly with Campbell-Ewald 
Co. 


Penn’s New Connection 


Charles A. Penn has been ap- 
pointed advertising manager of Brad- 
street’s Weekly, New York. He was 
with Macfadden Publications for 
nine years, serving as European rep- 
resentative and in other capacities. 


OUNTY 


The Chicago 


FACTS NO 
ADVERTISER 
CAN IGNORE! 


For the first 10 months of this year 


more Grocery Advertising than 


Daily News carried 


Authority: 


the combined total of the second 
evening paper and the two 
morning papers. 

For the first 10 months of this year 
The Chicago Daily News carried 
more Retail Advertising than any 
other Chicago daily or the two 
morning papers combined. 


Media Records, Inc. 


trated in the 40-mile trading area 
. - . and 96% of The News 
trading area circulation is 
concentrated in Cook County 


CONCENTRATED QUALITY 


EVENING 


250 Park Ave., NEW YORK 


Copyright, 1932, The Chicago Daily News, Inc. 


PHILADELPHIA 


Palmolive Building 


CHICAGO 


DETROIT 
New Center Bldg. 


. . . No other newspaper carries 
a sales message to Cook County 
as effectively as does 


THE CHICAGO DAILY NEWS 


QUANTITY 


CIRCULATION 


National Advertising Representatives: GEORGE A. McDEVITT CO. 


SAN FRANCISCO 
Monadnock Bldg. 


Financial Advertising Offices: 
NEW YORK CHICAGO 
165 Broadway 29 S. LaSalle Street 


INTERWOVEN COPY 
BACK IN DAILIES 


New Brunswick, N. J., Nov. 24.— 
Believing, apparently, that the best 
way to explain a lack of advertising 
to retailers and to boost consumer 
sales is to resume, Interwoven 
Stocking Company began a cam- 
paign this week in five newspapers 
in three cities. 

The company has placed no adver- 
tising since it discontinued its radio 
program a year ago and has been out 
of newspapers for three years. 
Three advertisements a week in 
each paper ranging from 100 to 300 
lines are being used in the new cam- 
paign, which may be extended to 
other cities later. The account is 
in charge of United Advertising 
Agency, New York. 

Unlike former publication adver- 

tising, the new copy fellows the rea- 
son-why style. Believing that women 
are the biggest market for men’s 
hose, up-front positions have been re- 
quested. Holly borders are being 
used in the first advertisements to 
give far-seeing consumers holiday 
ideas. The gift suggestion will be 
specific later. 
Breaking into the selling copy, 
Thursday insertions tied in with 
Thanksgiving. The advertisement 
was illustrated with a jolly Puritan 
and the brief text read: 

“Even those hand-knitted stock- 
ings of the old Puritan days never 
wore like Interwoven Socks. Some- 
thing to be thankful for!” 


Columbia Gets 
Distribution 


With New Plan 


Bridgeport, Conn., Nov. 24. — To 
secure complete distribution on the 
new Royal Blue records, the Co- 
lumbia Phonograph Company is offer- 
ing dealers who place small standing 
orders the privilege of returning un- 
sold goods at any time within 60 
days. 

Dealers who adopt the plan will 
be shipped a quota of new releases 
every two weeks, and, when distribu- 
tion warrants, advertising will be 
timed to start moving the goods off 
the retailers’ shelves the day the 
records are received. The records re- 
tail at 75 cents, and will be billed on 
the regular terms, with return credits 
applying against subsequent billing. 

The consignment plan was evolved 
to fit an advertising plan designed to 
push new popular records immedi- 
ately on release. It is thought the 
advertising could not be successful 
unless this means of stocking dealers 
was employed. 

The advertising will endeavor to 
impress consumers with the signifi- 
cance of the new record in terms of 
satin finish, reduced needle scratch, 
better tone, increased volume, min- 
imum needle wear and longer life, as 
well as the quality of recordings. 

The consignment plan is being pre- 
sented to dealers as a variety of 
quick service arrangement. A point- 
of-purchase campaign will be used to 
get the program under way. 


Urges Publicity 
As Insurance Aid 


Asserting that insurance com- 
panies are now in a financial posi- 
tion to withstand “the most trying 
strain that imagination can portray,” 
The Spectator, New York insurance 
publication, urges united action to 
publicize this condition in an edi- 
torial in the current issue. 

Giving greater publicity to finan- 
cial statements and building better 
morale among agents are suggested. 


Name Proctor & Collier 


Accounts of Emery Industries, 
Inc., Cincinnati, Sanitone dry clean- 
ing process and Emery candles, and 
McElroy Sloan Shoe Co., St. Louis, 
have been placed with Procter & 
Collier Co., Cincinnati. Newspapers, 
business papers and magazines will 
be used for the former, magazines 


and newspapers for the latter. 


Distribution 


of Cash Spurs 
Wrigley Sales 


(Continued from Page 1) 


selves with chewing gum of the 
proper origin, as a preparatory step 
should one of the Wrigley messen- 
gers halt them on the street or else- 
where. 

The plan has literally created a 
sensation here, with “Miss Mint,” 
who passes out the dollar bills, be- 
ing surrounded by crowds as soon 
as her identity becomes known. In 
one case, a mounted policeman found 
it necessary to break up a traffic jam 
around her at 12th and Market Sts. 
here, with resultant newspaper pub- 
licity. 

The new Wrigley idea is adver- 
tised extensively, though not on the 
lavish scale of some of the advertis- 
ing adventures of the company. 
Single columns in the newspapers 
are the rule, supplemented by street 
ear cards, spot radio announcements, 
and trucks of the American Railway 
Express Company, which are still 
one of the favored Wrigley mediums, 


No Definite Figures 


The maximum of cash to be dis- 
tributed has not been indicated. 
Ntither has the exact sales increase. 
Dealers say, however, that patrons 
who have rather looked down on 
chewing gum as an amusement of 
the bourgeoisie are now sliding a 
package into their pockets that they 
may be prepared for any eventuality. 

Klau-Van Pietersom-Dunlop Asso- 
ciates, Inc., is one of six agencies 
now functioning in behalf of Wrig- 
ley, as recently pointed out by Ap- 
VERTISING AGE. Two of the six are 
Milwaukee concerns, and both of 
them won their assignments on the 
strength of specific campaigns. This 
is true, however, of neafly all of the 
Wrigley agencies. 


McCoy’s Starts 


House-to-House 
Selling Drive 


New York, Nov. 25.—McCoy’s Lab- 
oratories, makers of McCoy’s Cod 
Liver Oil Tablets, will start their 
third national door-to-door distribu- 
tion campaign in which over  20,000,- 
000 eight-page rotogravure magazines 
will be distributed to homes, Mon- 
day, when operations will start in 
Chicago. ‘ 

To avoid any impression of “high- 
pressuring” dealers in connection 
with the campaign, Big 4 Advertis- 
ing Carriers, which will do the dis- 
tributing, has also arranged for 
dealer tie-up, using its own men to 
contact druggists and install window 
streamers and counter displays tie- 
ing up with the cash prize contest 
announced in the circulars. 

As a subordinate part of the serv- 
ice, these men check up on supplies 
of the product, and are offering to 
deliver orders to the druggist’s reg- 
ular jobber for rush delivery. A 
similar plan for interesting dealers 
will be used in other cities where 
competent distributing organizations 
are available. 

H. S. Round, McCoy’s sales man- 
ager, is in charge. 


Neophytes Change 
Membership Policy 


Alvyn G. Schmale, president and 
founder of the Association of Adver- 
tising Neophytes, New York, has an- 
nounced that applications for mem- 
bership will now be received from 
all young men directly employed in 
the advertising field. 

Formerly, membership was re 
stricted to agency employes. 


May Has New Slogan 

Alfred M. May Co., Cincinnati, has 
developed stickers announcing that 
“the election is over—let’s get down 
to business,” which are being widely 
used. Fifth-Third Union Trust Co. 
Cincinnati, used large space in all 
Cincinnati dailies to feature a repro 
duction of the sticker, and the Cin- 
cinnati Post based an editerial on 


the new slogan. 
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FUREKA STARTS 
DRIVE FOR NEW 
VACUUM CLEANER 


Detroit, Mich., Nov. 25.—A huge 
campaign embracing activities by 
electric light and power companies 
in nine principal cities, 20,000 de- 
partment stores and dealers, and 
then by the manufacturer itself, soon 
wil! launch to consumers a new 
Eureka vacuum cleaner, featuring a 
“motor driven brush combined with 
‘high vacuum.’”’ 

The immediate drive is to the 
trade, including a schedule of double 
page spreads in Electrical Merchan- 
dising in two colors, announcing the 
new cleaner and selling the dealer 
opportunity, supplemented with a 
mailing of a large broadside to a list 
of 20,000 independent dealers, depart- 
ment stores and concerns handling 
major appliances. 

For consumer use, a million 4-color 
folders have been produced, and will 
be used for direct mail and store 
distribution. Newspaper copy also 
is included in the dealer material. 

Electric light and power com- 
panies in Philadelphia, Baltimore, 
Boston, Washington, Pittsburgh, Cin- 
cinnati, St. Louis, Minneapolis and 
St. Paul will tie in with spectacular 
late November and December news- 
paper campaigns. 

After the first of the year Eureka 
Vacuum Cleaner Company will itself 
embark upon a program of consumer 
advertising of national proportions. 

Copy will feature the fact that “for 
the first time a Motor Driven Brush 
of advanced design has been com- 
bined with ‘High Vacuum.’” Low 
weight, quietness and wide sweeping 
action of the brush will also be given 
prominent play. The Eureka rubber 
belt, it will be claimed, “has four 
times the life of the best flat belts 
found in other cleaners.” It will be 
guaranteed for a year. 

Attachments are not provided for 
in the new model, which will sell 
for $54.50. 

“We consider them 
with belt-type cleaners,” 
declare. 

Dealers are now being urged to 
plan demonstrations “packed with 
action!’’ They are being told that 
with the new cleaner “sand dances 
and embedded soda ‘boils’ from the 
rug, inches ahead of the nozzle.” 

“See the sand dance and soda 
boil!” will be the watchword of the 
drive. 

Brooke, Smith & French, Ine., De- 
troit, is in charge. 


impractical 
copy will 


R. L. Polk to Issue 
New York Directory 


The world’s largest city directory, 
covering the five New York bor- 
oughs, will be distributed after the 
first of the year, according to R. L. 
Polk & Co., Detroit, compilers. This 
will be the first directory of greater 
New York since incorporation of the 
five boroughs, the first of Manhattan 
and the Bronx since 1925, and the 
first of Brooklyn since 1913. 

The directory comes in_ three 
volumes, Manhattan and _ Bronx, 
Brooklyn, and Queensboro and Staten 
Island. 


Hutchins to Handle 
All Local Philco Copy 


Hutchins Advertising Co., Roches- 
ter, N. Y., which has handled local 
advertising for 30 Philco distributors 
and their dealers in the east for two 
years, has been. appointed by Philco 
Radio & Television Corp., Philadel- 
Phia, to furnish a similar service 
direct to them for use by the com- 
Pany’s 125 distributors and 12,000 
dealers throughout the country. 

The appointment is effective Jan. 1. 


lowa Club Nominates 


The nominating committee of 
Davenport, Ia., Advertising Club has 
Picked Walter Bahr, manager of 
Goodrich-Silverton, Inc., for presi- 
dent in 1933. A. L. Cunningham has 
been nominated for vice-president, 
and Bob Feeney for re-election as 
secretary-treasurer. 


New York Legion 


Post Elects Bette 


Sidney Budd Bette has _ been 
elected commander of the Advertis- 
ing Men’s Post No. 209, American 
Legion, New York. 

New vice-commanders are Fred- 
erick D. Brown, Dan Edwards, Al- 
bert E. Hearn, Charles E. Murphy 
and Harry Schoen. Other officers: 


Irwin W. Lynch, adjutant; Jack 
Brent, treasurer; Arthur Hirsch, 
sergeant-at-arms; Dr. Frank Peer 


Bael, chaplain, and Merritt Clegg, 
historian. 


Retains Dailey Paskman 

Bradstreet’s Weekly, New York, 
has appointed Dailey Paskman & As- 
sociates, New York, to handle its 
radio advertising. 


RADIO TOTAL IS 
OFF IN OCTOBER 


New York, Nov. 25.—Radio adver- 
tising during October totaled $3,035,- 
631, compared with $3,253,298 for the 
same month a year ago, and $2,492,- 
951 in September, 1932, National Ad- 
vertising Records reports. 

Although this is the fourth con- 
secutive month in which totals have 
fallen below the same months in 
1931, the earlier months of 1932 
were so much ahead of last year that 
the total business placed for the first 


tee will introduce 
Harold Y. Beevis, Jr., of 
the Beevis Department Store, 
who is having a customer 
walk out on him. 


Young Mr. Beevis, son of 
the president and founder, is 
a good salesman. The cus- 
tomer deliberately walked in, 
deliberately asked to be 
shown Blanko floor coverings, 
and showed every sign of be- 
ing sold. Dammit, she was 
sold! And then she suddenly 
mumbled something about 
wanting to think it over, and 
is now walking out. 


How come? 
The lady didn’t really want 


to think it over. She wanted 
to talk it over. She wanted to 


talk it over with her husband. Behind 
her, unseen by Mr. Beevis as he talked, 
stood her husband’s shadow, a reminder 
that the purchase had-to suit him as 
well as her. Mr. Beevis forgot about 
that shadow. It was the shadow that 


spoiled the sale. 


Tonight a family conference will de- 
cide whether Mr. Beevis will get the 
business. If the husband has seen Blanko 
advertising, and is sold on Blanko 


ten months of 1932 is still more than | 
$4,350,000 ahead of the similar 
period last year. Actual figures to 
date are $33,041,245 for 1932, and 
$28,687,525 for 1931. 

Of the total volume in October, 
National Broadcasting Company’s 
share was $2,063,273, while Columbia 
Broadcasting System’s revenue 
amounted to $972,358. It is inter- 
esting to note that while National’s 
total dropped from $2,318,091 for Oc- 


tober, 1931, Columbia’s increased 
from $935,207 during the same 
month. 


Of the 23 classifications of adver- 
tising shown, only five spent more 
money last month than in October, 
1931. They were confectionery and 


soft drinks, foods. and food bever- 


ages, jewelry and silverware, lubri- 
cants ard petroleum products, and 
miscellaneous. 

Leading classifications in the Octo- 
ber total were: foods and food bever- 
ages, $908,819; drugs and toilet 
goods, $555,572; miscellaneous, $465,- 
753; cigars, cigarettes and tobacco, 
$357,720; lubricants and petroleum 
products, $211,053, and confectionery 
and soft drinks, $134,205. 


Unusual Mailing 


Mayers Company, Inc., Los An- 
geles, general and direct mail adver- 
tising, created much interest among 
local advertising officials by mailing 
an attractive broadside announcing 
the election of Roosevelt. The piece 
reached prospects in the first mail 
the morning after election. 


WHY A SURE SALE WALKED OUT 
ON MR. BEEVIS 


THE SHADOW OF A MAN STANDS 


products, Mr. Beevis may still win. If 
he hasn’t, it looks bad for Beevis. 

Advertisers who realize that wives 
usually buy to please their husbands as 
well as themselves are taking steps to 
insure the acceptance of their products 
by the husbands. One way of doing it is 
to advertise in magazines that both 
members of the family read. 


Redbook is such a magazine. Every 
thousand copies are read by 1480 women 


you pay 


it would 


and 1420 men. Moreover, in Redbook 


30% less to reach the whole 


family—women plus men—than you 
pay to reach half the family through 
other media. Even if it didn’t help your 


sales to have men see your advertising, 


cost less to reach women alone 


in Redbook! 


Sell the family and you sell all. 
Redbook Magazine, 230 Park Avenue, 
New York City. 


BEHIND EVERY WOMAN WHO BUYS 
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ADVERTISING AGE 


November 26, 1932 


STOCKHOLDERS 
GIVE OPINIONS 
ON CAR DESIGN 


Continental’s New Car to 
Reflect Their Ideas 


Detroit, Mich., Nov. 25.—On the 
heels of one of the most extensive 
efforts ever made by an automobile 
company to determine consumer 


| car, Continental Motors Corporation 
| formally announced in the Saturday 
Evening Post this week its entrance 
into the low price automobile field. 
The new car, which will be manu- 
factured by the Continental Automo- 
bile Company, will be introduced at 
the time of the New York Auto 
Show, when a consumer campaign 
that will take its place as one of the 
most comprehensive and sustained 
drives of 1933 will be launched. 


Number of Cylinders 


Continental’s research consisted of 
| questionnaires sent to 30,000 stock- 
holders, who were asked to state 
their position on alternatives in 
engineering, body design and price 
considered for the new entry. High 


| 
preferences before introducing a new 


spots of the 5,009 replies received 
were, according to W. R. Angell, 
president: 

“Nine-tenths of the motor car buy- 
ers up to the $1,000 class prefer 
‘fours’ and ‘sixes’; 78 per cent put 
gasoline economy ahead of high 
speed, and for three-fourths of them 
sixty miles an hour or less is fast 
enough.” 

During the period until show time, 
which will be devoted to recruiting 
a dealer organization, a trade paper 
schedule including Automobile 
Trade Journal, Automobile Topics, 
Automotive Daily News, Motor, 
Southern Automotive Journal and 
Motor West will be employed, simul- 
taneous with a vigorous direct mail 
program. Only the Post, however, 
will be used in addressing consum- 


ers until actual announcement of the 
ear. 

Although no details of the new 
automobile have been made known, 
an indication of its price and some 
of its features are given in the ques- 
tionnaire results, as stated by Mr. 
Angell. 

“In the matter of cylinders,” he 
said, “it is significant that the lower 
the price class the greater the popu- 
larity of the ‘four.’ This popularity 
has been gained at the expense of 
the ‘six’ and ‘eight.’” 

Votes were recorded in eight price 
classifications, ranging from $400 to 
$1,000, inclusive. 


Percentage Increases 


“In dropping from the $500 class 
through the $450 class to the $400 


pictorial idea 


551 Fifth Avenue 
New York City 


THE NEGRO MARKET 


UST off the press—scintillating 
with facts, figures and illustra- 
tions, this 40 page book gives a graphic 


of the living conditions 


of the American Negro. 


Here you will find illuminating infor- 
mation featuring every phase of Negro 
life. How they live, play and worship; 
the training of their youth; their edu- 
cational, business and social activities; 
their agricultural and financial prog- 
ress are adequately covered. Also 


included are vital statistics covering 
Negro population, occupations, pur- 


chasing power, etc. 


Such information will pave the way to 
a better understanding of the peculiar 


and secluded position 


life occupied by this great group, and 
should prove extremely interesting to 
every sales and advertising executive. 


A request on your letterhead will 
bring a free copy by return mail. 


e The Negro Press e 


The Nation’s Leading Negro Newspapers 


Represented by W. BB. Ziff Co. 


608 S. DEARBORN STREET 
CHICAGO, ILL. 


Walton Building 
Atlanta, Ga. 


in American 
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class, the percentage of votes for 
four cylinders increased more than 
400 per cent,” Mr. Angell said the 
results showed. “It is worth cop. 
templating whether this swing 
toward the ‘four’ would continue ig 
some manufacturer should invade 
the price classification below $400. 

“From $500 up, the lead of the 
‘six’ is overwhelming.” 

Further analysis of the returns 
favor gasoline economy over high 
speed. Here again the preference ip. 
creases as the price range decreases, 
Only sixty per cent in the $1,000 
class voted for economy, sixty-five 
per cent in the $900 class, while jn 
the $400, $450 and $500 brackets 
economy received eighty per cent of 
the votes. 

If the company follows closely the 
advice of its stockholders, the new 
Continental in all probability will be 
a “stripped” model, designed for 
economy. For among the features 
turned down by voters were vanity 
cases, automatic gear shifting, heat- 
ers, cigar lighters, ash trays, arm 
rests, free wheeling and the auto- 
matic clutch. 


Want Streamlines 


Favorable replies, however, were 
received for modern streamlining, 
which won by a vote of twelve to 
one; door pockets, adjustable front 
seats, safety glass, glove box in the 
instrument panel and sun visors. 

Voting on still other features in- 
cluding over-size balloon tires, auto- 
matic choke, radiator shutters and 
floating power, was evenly divided. 

“Many of the answers were antici- 
pated,” Mr. Angell declared, “but 
some were equally unexpected.” 

Sixty miles an hour for top speed 
took first place in all except the 
$1,000 price class. There a speed of 
seventy miles an hour was favored, 
with fifty miles an hour as third 
choice. In the two low price brackets 
($400 and $450), sixty miles an hour 
ranked first, fifty held second place, 
and seventy, a poor third. All other 
classifications except the highest put 
sixty miles an hour in first place, 
seventy in second, and fifty in third. 

Discussing the importance of the 
5,009 replies as an indication of the 
way the entire low and medium 
price class buyers would vote, Mr. 
Angell said that if the price class 
analysis provided by the stockhold- 
ers could be extended 100 times, he 
believes there would be little change 
in preference. 


Black Is Favored Color 


“The features of performance and 
construction which actually produce 
sales,” he said, “are difficult to deter- 
mine. However, this large group of 
possible buyers have indicated there 
are many factors that unquestion- 
ably would influence their choice of 
a motor car.” 

Preference for one color held 
through the full scale of prices ex- 
cept in the $1,000 class. In all but 
that class the vote placed black first, 
blue second, maroon third, tan 
fourth, green fifth and gray sixth. 

In the $1,000 class, black and blue 
tied for first, maroon and tan were 
third and fourth respectively, while 
gray was fifth and green sixth. In 
all price classes black and blue stood 
out far ahead of every other color. 

The final question—‘Do you in- 
tend to buy a new car?”’—resulted in 
almost a tie vote. The “no’s” won 
by only 68 votes. In the $400 and 
$450 brackets, however, the number 
who said they would purchase a new 
car exceeded those who would not 
by 71. 

The investigation was conducted 
under the direction of F. L. Rock- 
elman, vice president in charge of 
sales; Ray Sackett, advertising man- 
ager, and the Grace & Holliday 
agency. 


' Pep Up Salesmen 
“Sunny Monday Sales Talks” is 
the title of a new weekly magazine 
sent to all retail salesmen by Gra- 
ham-Paige Motors Corp., Detroit. 
C. W. Matheson, general sales man- 
ager, is editor. 


Pick Edwin Bird Wilson 


Chamberlin, Holmes & Co., NeW 
York, air transportation, airport 
operation, construction and financ 
ing, has appointed Edwin Bird Wil- 
son, Inc., New York. 
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FOOD INDUSTRY LEADERS SAID 


Pelz 


is the 


Man! 


WELVE months ago we began our search for the 
editor of Foop TRADE NEws. 


We went to the largest manufacturers and processors of 
foods and groceries and asked them to name the best in- 
formed man on food and grocery merchandising in Amer- 
ica. A remarkable percentage of them gave the same an- 
swer :—‘‘Pelz is the man.” 


We talked to scores of advertising agency account ex- 
ecutives who specialize in food and grocery marketing. 
Most of them, too, agreed :—‘‘Victor H. Pelz is the man you 
want.” 


We talked to chain grocery store executives and volun- 
tary chain leaders. With surprising frequency Victor H. 
Pelz was, by them, suggested. 


Leading manufacturers, advertising agency account 
executives and publishers know of the outstanding job done 
by the American Institute of Food Distribution during the 
past five years. Mr. Pelz comes to Foop TRADE News from 
this organization where, since its formation, he has headed 
its editorial and research staff. 


By them, his knowledge and understanding of the con- 
fusing factors that influence the distribution of foods and 


@ So happily and proudly we announce 
the appointment of Victor H. Pelz as 
Editor in Chief of FOOD TRADE NEWS. 


groceries is recognized as being as thorough as it is accu- 
rate. Further, they know Professor Pelz as one whose un- 
derstanding of the present voluntary chain situation in the 
country is more complete than that of any other authority. 


In addition to his research and editorial experience, Mr. 
Pelz has had a wealth of practical training as a major execu- 
tive or consultant in some of the food and grocery indus- 
tries’ largest manufacturing plants. 


Mr. Pelz is surrounding himself with a staff of editorial 
workers who, like himself, have had long and varied experi- 
ence in the food and grocery field. With this staff working 
with the nation-wide news gathering machine which DruG 
TRADE News has built up over a period of six years, it is in- 
evitable that Foop TRADE News will quickly become in the 
food field, what DruG TrabE News is in the drug trade—the 
most avidly read of all papers serving the field and the most 
valuable source of information that reaches the desk tops of 
the industry’s executives. 


FOOD TRADE NEWS 


The Newspaper of the Food Industry 
330 West 42nd Street, New York, N. Y. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


IT MAKES A HIT IN ANY LANGUAGE 
“LOOK-A DEES-A FLOOR SHINE” 


SAVE-A DA TIME...SAVE-A DA MON! 
You moppa da GLO-COAT onto da floor... 
In twenty minute ...he ees dry... TRY HEEM! 
@ This is what one jenstor says about Glo-Coat. Hundreds of 
others are equally enthusiastic. They say Glo-Coat is better 
thac any similar product they heave ever used. 

Send for a big can of Gio- Coat (free). Test it out on sephalt 


j by the makers of JOUNSONS WAX dave, rubber. cork, lincleum or wood floors. Mail the coupon. 


Pe 
S. C JOHNGON & SON, INC. Dept. 0000, RACINE, WISCONSIN | 
Ph send me Free « fall axe pint cen of pour new eaey-te-ase | 


Acer finish, Gle-Cast. My Boors are ee aaimaaaa 
mode by iat tte Ht oe eM . 
Name - = ! 
Oitiets a ee | 


This is the first of a series of advertisements featuring the "endorse- 
ments" of different nationalities which. is appearing in institutional 
papers for S. C. Johnson & Son, Inc. Stevens, Sundbloom & Stultz 
Sid the artwork. The agency is Needham, Louis & Brorby, Chicago. 


Madeira! Rayon Corporation — owe of the mazer vayon producing vompann’ of Amerna 
hes 18 the current your rrgudly followed the policy bere advocated aud 1) wou wperat 

y seg at maximum capacity, twenty-four hour a day During the past twelee months more 4 
than oat mrllvon dollars bave bere ypewt rm plant revensiructeon and the rmprovement asd . 


refrwemocnt of oe: prockincts Ther same poltc) will be adbered to th eugheut the coming year 


| 
INDUSTRIAL RAYON CORPORATION HH 
Genera 1 Offices, CLRVELAND | 
| 


NEW VORK—s00 FINTH AVENTE CHM ACOnsee WEST ADAMS STREET 


Nov. 22 issues of "New York Times” and "Chicago Tribune" to ex- 
ress its confidence in the textile industry and in business recovery. 
ointing out that with the passing of the election much uncertainty 

has been ended, the text declares that “a challenging opportunity 

and serious responsibility now confront the business leaders of the 
nation. Frank E. Belden is advertising manager of the company. 


MR. S. CLAUS ENDORSES A WELL KNOWN PRODUCT 


dul "dud AUP Ah dd! Agady 


E. B. Ferree, Chicago, submitted this design which won first prize in a competition sponsored by Roget | 
Smith Hotels Corp. (Story on page 10.) 


RUNS ON DRY ICE 


International Carbonic Engineering 

Co., Kennett Square, Pa., is arrang- 

ing for manufacture of this Carba 

pos Pana It is said that 20 

pounds of "dry ice" will last a week. 

The price ranges between $40 
and $80. 


MODERNIZING THE CATALOG FORMAT 


Defying age-old tradition, G. A. Soden & Co., Chicago, wholesale 
jewelers, has issued a modernized catalog which is notable for its 
simplicity and attractiveness. Principal features are elimination 
“decoration,” placing descriptive matter in one spot on each pag? 
instead of under each item described, and departmentalized tem 
The catalog was designed by Dale W. Nichols, and printed by the 
Phototone process by Jahn 4 Ollier, Chicago. A spread from 
preceding year's catalog illustrates the changes made. 
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